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@ I like the way they put their whole effort 


into helping their customer’s business to 
grow. They keep studying the product, 
plant processes, packing improvements, 
design, lithography, everything. And 
you can take for granted getting good 


cans; and when you need them, too.” 


Pe ae 
AMERICAN CAN COMPANY, 230 PARK AVENUE, NEW YORK, N. Y. GANG 
lll 




















FROM the famed strato bowl in the Black Hills on Novem- 
ber 12, 1935, rose a titanic, pear shaped bag which carried 
Captains Albert W. Stevens and Orville A. Anderson to 
a world’s altitude record of 72,395 feet. This conqueror 
of the rarified and subzero atmosphere of the stratosphere 
was Explorer II, largest balloon ever built. Spread out 
flat, its rubber impregnated cloth covered three acres. Fully 
inflated with its capacity of 3,700,000 cubic feet of helium 
gas, it towered the equivalent of thirty stories into the air. 
Among lighter than air craft, Explorer II is tops! Phoenix 
Metal Caps of themselves can not send sales soaring into 
the stratosphere. But in sealing ability, protection of 
product and decorative value (all of which are definite aids 
to sales of foods, drugs and cosmetics) Phoenix Metal 


Caps are tops! 


PHOENIX METAL CAP CO. 


2444 W. SIXTEENTH ST., CHICAGO 3720 FOURTEENTH AVE., BROOKLYN 





Offices: Philadelphia, Baltimore, Boston, Cleveland, Cincinnati, St. Louis, San Francisco, Los Angeles 
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NEXT MONTH 


In December, 1937, Modern 
Packaging published a survey 
of packaging practices in the 
vegetable industries, prepared 
by Prof. Paul Work of Cornell 
University. The article had 
profoundly influenced the en- 
tire field and served as the 
signal for a host of improve- 
ments in vegetable packages. 

The January issue of Modern 
Packaging will present an 
equally comprehensive survey 
of fruit packaging practices, 
prepared jointly by Prof. Work 
and Archie Van Doren. 
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An amazing thing, how products packaged in Kimble Glass Vials 
invade the far corners of the earth! To travel so widely and win 
such far-reaching popularity, the container must be as DISTINC- 
TIVE as it is PRACTICAL and APPEALING. And this is the secret 
of success for KIMBLE VIALS and the famous products they carry! 


Wherever perfumes and cosmetics are manufactured or sold— 
wherever drugs and proprietary medicines are dispensed — wher- 
ever photographic supplies and chemicals are used — you will find 
KIMBLE VIALS serving as “unit carriers” to the buying public. 
Why? Because these light-weight, stream-lined, crystal containers 
are ideally suited to modern needs — fully transparent, thoroughly 
annealed for strength, perfectly sanitary and tamper-proof, and ex- 
tremely colorful and appealing due to their adaptability to unlimited 
styles of labelling and closures. 


Insure the success of your sampling and packaging plans— at 
home and abroad — by CONSULTING KIMBLE FIRST! KIMBLE 
VIAL samples of any desired style will be forwarded to you—to 





K 
e ¢ «© The Visible Guarantee of Invisible Quality + + «+ 


KIMBLE GLASS COMPANY ..-.- VINELAND, N. J. 


NEW YORK*: CHICAGO*s* PHILADELPHIA**s DETROIT*®* BOSTON 
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meet any problem — upon request. 
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the Plant” is oldfangled 


B t PEOPLE COME FROM ALL OVER THE WORLD TO SEE THIS MODEL PAPER MILL, 
UL s- AND EVEN FROM 2000 FEET UP, IT IS QUITE A SIGHT. VISITORS ALWAYS WELCOME. 


Yes, we know a “Picture of 


MODERN PACKAGING 








A eolorful compilation of modern 
packaging designs and color suggestions .. . 


If you would like to get a better ideaofthe many — together with other pictures and information 


services the Continental Can Company has to of interest and importance to every producer 


offer manufacturers in the solving of their pack- of packaged goods. 
aging problems, just send for your free copy of \ copy of this limited edition is yours for 
this novel and attractive book. the asking. Simply write us a note and it will 


It contains full color reproductions of over be put in the mail immediately. No obligation, 


80 modern packaging designs and suggestions, —_ of course. 


CONTINENTAL CAN COMPANY 


1 PAA 20): 9 Cuma Ons © COv- UC O mC. Y-@) On 2: 0-0. 2 On f- 3 OL OME IED COD) 0:0 0-6 CEN MOD: 200) WOMEN sU-O 0-0. 0-\ 
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MAKING IT EASY FOR YOU — You’re the doctor! As a packager you know 
what appeals to the public...how to prescribe the proper combination 
of product and package that will bring more profitable sales results. 
But in the vitally important matter of sealing, Anchor can help you... 
in selecting just the right closure to contribute most to package suc- 
cess. For Anchor makes a wider range of caps than any other manufac- 


turer, to suit all types of products ... efficient Molded Caps for giving 
an air of quality; Amerseal or Beacon Caps for ultra convenience and 
tight sealing; the finest line of Continuous Thread, Shellback and NKCT 
Caps on the market. Moreover, the many styles, the colors, private dec- 
orations and individual designs available, make it easy to select one that 
meets perfectly your desires for a more sales-effective package. 


ANCHOR AMERSEAL=The cap with the point 
contact! By eliminaiion of threads and the 
employment of specially designed Amerseal 
lugs, contact is made only at those points where 
the lugs engage the glass threads—giving the cap 
a number of specific and important advantages. 
It is easy and quick to apply, gives a depend- 
able air-tight, leak-proof seal, will not stick or 
freeze to the container, is simple to remove 
and replace. Write for booklet describing the 
cap in detail. 


ANCHOR MOLDED CAP—The only molded cap 
on the market so designed that the liner can’t 
come out—is held in place to maintain the 
seal at all times, yet is free to rotate. In the 
cross section you can see the two exclusive 
features that do this—that make Anchor Molded 
Caps so popular—the recess into which the 
liner fits and just below it, the retaining ledge 
that keeps it there. 


ANCHOR IMPROVED C. T. CAP—Redesigned 
throughout for greater efficiency, this cap ap- 
‘ones edie —oak cross threading is avoided— 

ecause of the abrupt thread start. Also, ample 
clearances eliminate friction. It seals securely, 
the thread contacting on the under side of the 
glass thread and exerting a downward sealing 
pressure—aided by the fact that the pitch of 
the glass and cap threads match throughout. 
It removes easily due to absence of interference 
and greater flexibility resulting from decreased 
“working” of the metal. Fine knurling, cylin- 
drical side walls, and closely turned wire edge 
make it outstanding in appearance. 








LARGE FAMILIES Anchor Hocking’s drug and pharmaceutical lines 
invariably include all commonly used sizes. Many a style consists of 
a score or more items; for example, the Wide Mouth Rounds, shown 
above, range from 8 CC to 950 CC in capacity, a total of 25 sizes— 
a fine big family of well-made, sparkling amber containers. May we 
submit samples? 


MAGNESIA OVALS=A familiar item in the drug and pharmaceutical 
trade whose quality—coming to you from one of the Anchor Hocking 
factories—you can rely on. The glass is clear and clean in color, it 
has the lustre and brilliance that characterizes good glassware and 
the bottles are accurate, uniform, sturdy, dependable containers. Six 
sizes, amber or crystal, 3 to 32 oz. capacity, inclusive. 


ANCHOR HOCKING GLASS CORPORATION, mociiiiines Ohio CONTAINER DIVISION 
ANCHOR CAP and CLOSURE CORPORATION, tong Istand City, N. Y¥., and Toronto, Can. CLOSURE DIVISION 
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the standard for 50 
years, due to Quality, 
Uniformity, Durability, 
Accuracy. 
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Q Friendly Greeting 


T 1s with a feeling of genuine pleasure that we 
| express to friends old and new our appreciation 
of the pleasant relations existing between us dur- 
ing the year, and that we extend the old yet none 
the less sincere wish for a Merry Christmas and 


a New Year of happiness and prosperity. 


a 
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Canada: CAMEO METAL SEAL & LABEL CO., LTD. + 371 DOWD STREET - MONTREAL 

















“It is not your mill, but the help your product can offer, that will interest 
your customer.” This expression has become one of the most touted prin- 
ciples of advertising, so that today some manufacturers discuss the size 
of their plant only in an apologetic manner, while still others feel they must 
lampoon the very mention of the word. 


Now we have the biggest mill of its kind in the world. We do not continually 
boast of the fact. Neither have we any apologies to offer when we do mention 
it, for we believe the size and modern equipment of our mill are just as 
important to you as the economy, quality and efficiency of the packaging 
papers we produce therein. 


You need more than intrinsic value in your purchase of packaging 
papers. You need a supplier who is financially and morally responsible, 
and one whose broad experience can help keep you abreast of the time. 
You need reliable deliveries, unbiased advice, uniformity of product, and 
many other things that the size of our plant, the skill of many employees, 
and the length and breadth of our experience can guarantee you. 


Therefore, we offer a picture of our plant as the best way we can symbolize 
the extra reasons why Riegel Packaging Papers can help you. Tell us your 
needs, or investigate further by requesting our latest packaging portfolio. 
It contains samples and data on a few of the papers we make for leading 
producers in almost every field. 


RIEGEL PAPER CORPORATION 


342 MADISON AVENUE NEW YORK, N. Y. 
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WHEELING STEEL DRUMS 
Set the Record Jar Quality 


Here are just a few of 


si: ames Always first with new features that make for easier 
oe handling, more convenient use, or greater protection 
So of contents, Wheeling Steel Drums are saving money 
oe for shippers of all kinds of products. There is a Wheel- 
—.. - ing Steel Container for every shipping requirement. 


Write the nearest Wheeling branch for recommenda- 






tions as to the type which will best meet your need. 





COARUEATING COMPANY 
x 


J 


| When 
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newyors  svscue WHEELING CORRUGATING COMPANY cincimer”  minncarous 


STEEL CONTAINER DIVISION BOSTON CLEVELAND 
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glass thread easier because the 
cap thread clears the glass 
thread without side-scraping or 


CROWN SCREW CAPS with the famous Deep Hook Thread do spin on friction. One of the features of 


Crown patented construction. 


... because of the Deep Hook Thread veertivor'tirest spinon the 














your glass containers easier. That means smoother, faster operation on your 

capping line and increased production without increased costs. @ When the patented Deep Hook Thread 
was introduced over seven years ago, you were told that this vital improvement 
would set a new standard in the sealing efficiency of screw caps. IT HAS! 
Crown Screw Caps are easier to apply . . . they seal tighter ... they provide 


a more uniform seal. Send for samples and try them on your own containers. 


CROWN CORK AND SEAL COMPANY + BALTIMORE, MARYLAND 





World’s Largest Makers of Closures for Glass Containers —_—_—_—————— 


SHOWN SSRN CAPS 

















SETTING A NEW HIGH TN KRAFT BAG VALUE 














a 
‘ Specify Gaylord Kraft Grocery Bags and Sacks when you order 

from your jobber—they are always full-weight and uniform in size 

—look good, too.*77Grocers have found they have fewer “‘spills”’ 
h 
he with Gaylord Bags.’7/There is a reliable Gaylord jobber near you. 
he 
LSS 
ea GAYLORD CONTAINER CORPORATION 
oO 
Dn. General Offices: SAINT LOUIS 
id 
at 
S! 

Makers of Gaylord Corrugated and 
le Solid Fibre Shipping Containers 
Ss. ...-Gaylord Folding Cartons... 
Gaylord Kraft and Specialties. 
D 
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The spotlight of a Modern Plastics award has fallen on this unique closure which we 


developed and produced for Merck. 


Merck employs the closure as a seal for packaging its powerful mineral acids . . . its 
transparency enabling the user to see how the seal is made with a special wax- 


impregnated glass cloth. 
co & 


The firm which made this closure have been custom molders for over twenty years! 


... are producers of 1001 different items. 


They know how to plan ...and how to produce! 


MACK MOLDING CO....WAYNE,N. J. 
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MODERN 
PACKAGING 
INSTITUTE 


OF PAULO TSY7A RCH 


PACKAGING 





FOR BEST RESULTS 


The Institute of Package Research, after an exhaustive survey, 
has determined the qualities which physicians prefer in a sample 
package. It is interesting to note how closely Sun Tube Uni- 
tainers conform with the physicians’ ideal, as listed below: 


1. 58% of the physicians stressed protection from dirt, dust, 
moisture and germs. 


Unitainers are hermetically sealed. They are dirt, dust and mois- 
ture proof and may be sterilized with their contents. 





y 3 47% stressed maintenance of product efficiency. 

It has been demonstrated that products sampled in Unitainers 
are completely protected against the action of air, light and 
dampness. 


3. 46% stressed prevention of substitution. 


Unitainers are tamper proof. They cannot be effectively opened- 
and-reclosed and, in most cases, are rendered useless by opening. 


4. 40% stressed convenience in use. 

Unitainers are as convenient as any sample package ever made. 
They are readily portable, light, unbreakable and easily dispos- 
able. They are opened easily with the fingers. 


5. 38% stressed attractive appearance. 

Unitainers may be decorated with any design in two or more 
colors. The decorative materials used are permanent and irre- 
movable. 


6. 31% stressed prevention of breakage. 
Unitainers are unbreakable and shock proof. 


... AND IN ADDITION 


Unitainers are economical. The packaging and finishing cost is 
low. They do not require expensive protective packaging. And 
because of their light weight, the low cost of mailing and dis- 
tributing Unitainers is an attractive feature. 

For products and classes of products too numerous to mention, 
Unitainers have proved their value in stimulating sales. 

Unitainers may be purchased empty or filled, packed or car- 
toned by an established service company which will also arrange 
direct distribution by mail, rail or truck. Investigate today. 


SUN TUBE CORPORATION 
HILLSIDE, N. J. 


CHICAGO, ILL. CINCINNATI, OHIO LOS ANGELES, CALIF. 
Alexander Seymour G. M. Lawrence R. G. F. Byington 
333 N. Michigan Ave. 1012 Elm Street 155 N. Vermont Ave. 
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Smart style is not the only thing that’s put Hickok 
belts around a lot of grateful waistlines Christmas 
mornings for years. Smart packaging has also played 
a big part in this annual success story! Witness above 
this year’s Hickok holiday packages. Shining exam- 
ples of deft designing with lustrous, eye-pleasing 
Durez! 

Sales-minded executives who want to give their 
packages that “come-and-get-it” look will find the 
Hickok habit a good one to cultivate. With Durez 





Hickok Belt Christmas Packages with 
. molded Durez bases and glass covers. Designed for 
re-use as cigarette boxes. Molded by Auburn Button Works Inc. 





Case History Repeats ItsELF! 


your packaging possibilities are limitless—your fin- 
ishing problems simple. Adaptable to any design this 
versatile material makes production easy—gives good 
ideas the sparkle of genius! For further information 
and free samples write General Plastics, Inc., 812 
Walck Road, North Tonawanda, N. Y. 


VY FREZ~ 



































Available as a special deal to manicurists, this at- 
tractive Brit-tex finger bowl display of long-wear- 
ing Durez plastic is being used to help promote 
the sale of Brit-tex nail and cuticle cream. Base is 
molded of rich black Durez, bowl of white glass, 
while the cream jar is made of a combination of 
plastic materials. 
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Because of its resistance to chemicals 
and its wear-proof finish, the Wasp 
Pen Co. decided on Durez for its new 
Rite-O-Way pen set. The slip-fit cap 
closes over well which takes an in- 
verted bottle. Well has two threaded 
pieces into which bottle screws. 


Finding such a ready market for their Durez 
plastic lighter prompted the Helios Lighter Com- 
pany to develop this smart combination—a three- 
piece set for the feminine user, or a two-piece set 
for the men. Cigarette case, compact, lighter are 
available in several colors for matching or con- 
trasting feminine ensembles. 





Smart PACKAGING .. 


starts store talk, stirs admiration and turns 


Sales across the counter. @ MERIT merchan- 





dise deserves Container style, poise and personality 
.. the ideal introduction .. the urge to repeat business. 
@ “NATIONAL” Container Service advances constantly 


original ideas in design .. both attractive and practical. 


=< See What "NATIONAL" Suggests / | 
NATIONAL CAN CORPORATION 


BSIDIAR V r R " 
EXECUTIVE OFFICES e 110 EAST 42nd STREET »- NEW YORK CITY 
Plants e NEW YORK CITY + ORE + MASPETH,N.Y. * CHICAGO « BOSTON «+ DETROIT + HAMILTON, OHIO 

















Sales Offices and 
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It’s crammed with all the interesting new de- 
velopments of the year . . . sales-increasing 
new containers, new ideas, processes, equip- 
ment, supplies . . . definitive articles by 


authorities in every field of packaging. 


From vials to shipping cases, vital data on every 
kind of modern package . . . complete... 
impartial. Lists of the manufacturers and sup- 
pliers. Many tipped-on samples of new papers, 


ties, materials, coatings, etc. 


A special Canadian Section is complete with 
its own directory and buyers’ guide. 


So look forward to your copy of the big new 
1939 PACKAGING CATALOG — it’s 


coming soon! You can’t afford to miss it. 


READY NEXT MONTH 
1939 
PACKAGING CATALOG 


Getting this advance copy of the new 1939 PACKAG- 
ING CATALOG into our new offices was quite an 


engineering job. 


WHY? It REALLY is BIGGER THAN EVER BEFORE! 
562 pages full of USEFUL, WORKABLE information, 


colorful inserts and actual samples. 








oe 





PACKAGING CATALOG 


Chanin Building - 122 E. 42nd St. - New York, N. Y. 





MORE 
PACKAGE 
BEAUTY 


FOR YOUR PRODUCT . 


with new Du Pont Moistureproof Paper Lacquer 








FINISHES DIVISION - INDUSTRIAL SALES +- WILMINGTON, DELAWARE 


29 


INSIDER how the clear lustre of this new lac- 
( quer might make your packages look crisper, 





Besides protecting freshness, Du Pont Moisture- 
proof Paper Lacquer protects in other ways. It 


cleaner, more brilliant . . . and generally increase can be made to resist alcohol, greases and other 4 
their salability. reagents. It prevents offsetting and smearing of co 
Consider, too, that this lacquer is moistureproof! inks on labels of products that must be packed ef 
Du Pont Moistureproof Paper Lacquer keeps ___ while hot. And it is tough—hard to mar, scuff A 
moisture in or out, whichever your product or scratch. ne 
requires. It gives your product better protec- Du Pont will be glad to study your own particu- to 
tion. It prolongs factory-freshness and flavor. lar needs, to create the formula that is best suited m 
And by giving your product this ex- to your problem. Just write to E. I. sh 
tra protection, you give your adver- du Pont de Nemours & Company, Inc., fu 
tising manager another powerful fea- GU POND Finishes Division, Industrial Sales, h: 
ture for his advertisements. Wilmington, Delaware. sk 
E. 1. DU PONT DE NEMOURS & COMPANY, INC. : 

pe 
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The new sift-proof containers for Hoffman’s fertilizing products emphasize to the consumer their unusual 


construction features. Note how the design is made to carry around two display panels of the container. 


SIFT-PROOF CONTAINERS 


Unusual slotting construction now permits shipment of 
finely divided materials in bulk in corrugated cases 





The Hoffman Seed Co. is, perhaps, the most package 
conscious firm in the garden supply industry. Its earlier 
efforts in packaging have brought it not merely All- 
America awards, but a very profitable volume of busi- 
ness for bag packed grass seeds and other items of interest 
to the suburban home owner. And now the same 
mechanical ingenuity which the company originally 
showed in its earlier packages has been applied—success- 
fully—to the solution of a bulk shipping problem which 
has troubled not merely the Hoffman Seed Co., but many 
shippers in widely diversified fields of industry. 

Until the development of the new odor-locked, sift- 
proof corrugated container—of which these Hoffman 
packages are the first example in actual use—it was not 
possible to ship finely divided materials, packed in bulk 





in shipping cases, due to loss by sifting at the case corn- 
ers. The Official Classification Committee, which gov- 
erns railroad shipping conditions, would not approve 
standard or normally slotted cases. Such cases, as may 
be seen in the diagrammatic illustration, have a °/s in. 
wide slot extending all the way down the side of the 
carton flaps to the top or outer score line at each corner. 
Thus when the normally slotted case is closed, there is a 
small opening at the corner which permits a finely di- 
vided bulk product to sift out at this point. 

In contrast, the slot of the new case—for which 
patents are pending—extends only to within about 1 in. 
of the top or outer score line. From this point to a point 
midway between the inner and outer score lines, an angle 
(knife) cut is utilized to separate adjacent flaps. Thus 
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Left: The diagram shows standard slotted construction of the ordinary shipping case. While this is fully adequate 
for most products the slot does permit sifting of finely divided materials because of the presence of a small open- 
ing at the corner of the container where top flaps meet side walls. Right: The sift-proof type of corrugated 
container utilizes a diagonal knife cut to support the flaps and thus avoids the slotted opening at the corners. 
If the inner flaps are properly sealed with gummed paper tape, this construction adequately prevents sifting. 


when the inner flaps of the new type case are folded in, 
the corners are automatically closed due to the peculiar 
type of cut. 

With this unusual construction successfully eliminat- 
ing the most likely point of sifting, further steps were 
taken to protect against possible sifting at other points. 
When the inner flaps are folded down, a piece of gummed 
paper tape is applied over the seam where the flaps meet. 
This tape is cut to a length greater than the width of the 
case and the additional length is utilized to hold the 
inner flaps in line with the score line of the case. This is 
accomplished by adhering the extended ends of the tape 
to the inside walls of the outer flaps, care being used to 
see that the inner flaps are not permitted to sag below 
the score line. 

After the inner flaps are locked in position, the seams 
where the ends of the inner flaps meet the inside of the 
outer flaps are closed with additional strips of gummed 
paper tape. The entire surface of the inner flaps is then 
coated with suitable adhesive, after which the outer 
flaps are closed down and completely adhered to the 
inner ones. This results in a double thickness, top and 
bottom, the bottom being closed in a similar manner. 

With the case completely closed at both the top and 
bottom—and therefore very difficult for the consumer to 
open at the flaps—it became essential that a convenient 
means be provided for the removal of the contents. This 
has been accomplished by a simple “‘Cut and Pour’’ 
arrangement on one of the side panels. The consumer 
merely makes two knife cuts along lines marked on the 
case and bends outward a small triangle of the corru- 
gated side wall to achieve a convenient pouring spout. 
After the desired quantity of material has been removed 
from the case, it may be re-closed by folding the triangle 
back into position. Due to the rough nature of the cor- 
rugated board, this triangular flap will remain in posi- 
tion until such time as it is necessary to remove addi- 
tional quantities of the product. 

The new container, as described, has now received the 
approval of the Official Classification Committee for the 
shipment of such fertilizers as bone meal, cow manure, 
sheep manure and also for finely shredded peat moss. 
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The new containers capitalize, in their surface design, 
upon the structural features embodied in their unusual 
construction. Thus the panel of each case, which is de- 
signed to be cut for pouring, contains a long, slanting 
arrow pointing to the cutting lines and carrying full in- 
structions for the use of the pouring device. Other 
legends emphasize the protective features of the con- 
tainer and interpret these features through the slogans 
“No soiled hands”’ and “‘No waste.’ 

Previous practice in this industry had called for con- 
tainers of standardized size and since the price per pound 
and the density of the various types of product varied 
greatly, price per container came to uneven figures. In 
contrast, the Hoffman organization has chosen to vary 
the size of its containers so that each container might be 
retailed at an even dollar price. While this feature was 
adopted principally as a merchandising convenience, it 
has proved useful from the display angle since the four 
containers, graduated in size, may be formed into an in- 
teresting pyramid display with the largest one resting on 
the floor and succeedingly smaller containers rising upon 
it. On both the front and back panels of each container 
the dollar price appears in a conspicuous position. 

One other interesting merchandising innovation has 
been introduced on the panel containing directions for 
use. Here, consumers—who are, after all, not interested 
in the number of pounds of material they purchase as 
much as in its cost and covering ability—are given a 
statement in bold type, reading “‘The contents of this 
container are su‘ficient to fertilize an area of so many 
square feet.’’ Thus the consumer, aware of the size of 
his lawn or garden, may readily decide at the point of 
purchase just how many containers of each type of fer- 
tilizer will be required for his purposes. 

The new packages utilize the tan kraft color of tlie cor- 
rugated board as a background for the imprinted design 
reproduced in a rich earthy brown and a fine grass green. 
The color scheme is thus closely related to the colors 
most common to a garden or lawn. 

Credit: Container construction developed by John A. 
Farmer of the Hoffman Seed Co. Containers manufac- 
tured by Robert Gair Co., Inc. 
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PERSONALIZED IMPRINTS FOR WHISKY 


The Brown-Forman Distillery Co., Inc., has turned back 
the pages of packaging history and is now bottling 
several hundred barrels of rare, old pre-prohibition Old 
Forester whisky, held in reserve for 22 years, by means 
of hand methods. The purpose of transplanting this 
old-fashioned picture into the modern setting of the 
company’s bottling plant was to convert a merchandising 
plan of Charles N. May, Brown-Forman’s general sales 
manager, into actual realization. 

Analyzing the component parts of the novel merchan- 
dising plan, we find each bottle of liquor treated indi- 
vidually. The whisky is bottled by hand. The bottle, 
label and other packaging accessories were selected with 
great care in order to suitably present the old whisky 
stock. The back label of the bottle, printed in two 
colors on brown suede, is the point where rersonalized 
selling enters into the picture. Here the name of the 
purchaser or recipient of Old Forester is imprinted— 
stating ‘Bottled Especially for Owsley Brown”’ or what- 
ever the name may be. This individualized treatment 
of the label naturally opens a wide gift market for the 
product and tends to make the liquor a treasured item 
in the connoisseur’s private stock. 


The standard Old Forester label, with a handwritten assurance 
of the quality rating for the product, is utilized on the special 
container adopted for the limited supply of 29-year-old whisky. 
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Old Forester—age 22 years—goes to market in hand 
made packages, each bearing its purchaser's name 


The bottle itself, of antique amber and hand molded, 
is of a decanter type. The broad face of the container 
offers excellent display value and the amber color im- 
parts a rich appearance to the liquor. 

The front label, which is the standard Old Forester 
label, carries a handwritten assurance by George Garvin 
Brown, founder of the company, of the quality rating 
for and confidence in the product. 

The closure consists of a large mushroom top flange 
cork with a ribbon loop over the cork which is secured 
to the bottle by means of both a Cel-O-Seal brown band 
and a wax seal carrying the official Brown-Forman trade 
mark and insignia. This wax seal holds the ribbon 
firmly on both the front and back faces of the bottle 
and the wax-sealed ribbon likewise serves to prevent 
pilferage of the product. 

Personalized whisky merchandising has proved so 
successful in this instance, it is claimed, that the com- 
pany plans to continue a similar policy with part of its 
more recent production of Old Forester. 

Credit: Bottles designed and made by the Owens- 
Illinois Glass Co., closure by Mundet Cork Corp., Cel- 
O-Seal band by E. I. du Pont de Nemours & Co., Inc. 


The back label is executed in two colors on a background of 
brown suede. Note how the name of the purchaser or recipient 
is given prominent position, thus individualizing each bottle. 
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NOT TOO MUCH “FAMILY” 


Woodbury’s new styling boasts “family 
resemblance” plus “group differentiation” 





Attribute it to what you will, we are living in an era of 
changes and the disconcerting thing about those changes 
is the rapidity with which they come, live for a period 
and then fade away. Among the precepts included in the 
Woodbury Company's merchandising policy is to keep 
in step with the changes that bring about new trends in 
the design of cosmetic packages. 

Thus the company has now completed an all-inclusive 
redesign program for the Woodbury toiletry line, com- 
prising some 80 packages. This program was under- 
taken not so much because time had outmoded the former 
package designs—since the line was completely rede- 
signed only four years ago and individual items have 
been further modernized from time to time since—but 
because it was desired to establish a family relationship 
or continuity of design between the men’s line and 
women’s toiletry line which the old packages completely 
failed to achieve. 

To effect this tie-up between the two groups of prod- 
ucts, designers DeVaulchier, Blow and Wilmet, who had 
been called in by advertising agents Lennen & Mitchell, 
utilized a basic design element—a Greek border motif— 
which appears on each of the packages to identify one 
with the other. This design feature is flexible enough 
to carry over from one type of product package to 
another, relating yet differentiating each so that the 
family achieves an individualized appearance rather 
than that of a ‘‘mechanically’’ related group. Thus 
cream jars utilize different colored labels for quick 


identification and yet maintain a family relationship by 
virtue of the Greek border design, which is carried hori- 
zontally around the jar in a high relief pattern which 
is molded into the glass. 

The same border element is utilized on the base of the 
telescopic lid of the face powder box, one square and the 
other hexagonal, and as principal design treatment on 
tubes and tube cartons. Soap wrappers and talc con- 
tainers likewise make use of this effective border design. 

The old trade mark, a drawing of the head of the 
founder of the Woodbury Co., has bowed to the hand of 
time and that of the designer, being relegated to a micro- 
scopic position on the back labels of bottles and jars. It 
is not utilized at all on cartons and face powder boxes. 
The old packages made prominent use of this trade mark 
on all package labels. To replace this symbol, a gothic 
letter ‘‘W’’ has been adopted which is feminine enough 
in outline to enhance the women’s cosmetic packages 
and yet finds equally satisfactory application on the 
men’s toiletry containers. 

The only feature that has been retained from the old 
packages is the color identification system. Each label 
on the cream jar series varies in color, thus identifying 
cleansing cream, cold cream, etc., and tubes likewise vary 
in color to identify their contents. The labels in all 
cases are similarly designed and though tubes vary in 
color, the tube cartons are all of a blue and white color 
scheme. The blue color note, designated as ‘‘Woodbury"’ 
blue by the company, is the (Continued on page 84) 


The new Woodbury packages may be seen on the outer 
ring, each placed opposite its immediate predecessor. 
Note how formerly unrelated items such as the four 
glass containers (numbers 1, 2, 3 and 4) now attain 
a close family resemblance through the use of similar 
closures, rectangular labels and the horizontal band 
motif worked into the glass finish. Cartons, wraps, 
powder cans and set-up powder boxes likewise 
utilize this band design to achieve a family resem- 
blance without sacrificing the character of the in- 
dividual containers. Color is used to identify 
types of product for the dealer's convenience. Thus 
cleansing creams whether in tube or jar utilize 
one color of label, whereas cold creams appear 
in identical packages with another color scheme. 
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1. An impractical label and assorted bottles and 
closures characterize the old liquid drug packages. 





2. The new items boast a smart simplicity and greatly 
increase consumer convenience and display value. 


REDESIGNED PRIVATE BRANDS 


Department stores have, for many years, shown an inter- 
est in private brands as long profit items. Unlike a 
chain store or neighborhood retailer, the nature of the 
department stores’ business, particularly in the larger 
cities, has tended to make them rely to only a. limited 
extent upon the pulling power of national brand names. 
In their ready-to-wear and furniture departments—the 
mainstay of department store sales—branded articles 
have been few and far between. In many another de- 
partment, they have found it possible and even desirable 
to carry wide assortments of little known brands and 
unbranded items in addition to stocking merchandise 
backed by national advertising. 

Their interest in private brands, however, was, with 
only a few exceptions, of a limited nature. The stores 
recognized it as a means of gaining a long profit. They 
saw in it a method of assuring return trips to the store 
on the part of those of their customers who became used 
to a given private brand item. They saw in the presence 
of their store name in the home, as an integral part of 
the private brand merchandise, a certain limited amount 
of advertising value. 

The situation in this respect changed greatly with the 
passage of a whole series of price fixing laws in the vari- 
ous states and the impending passage and prospect of 
additional such laws on both a local and national basis. 
For, if the prices of national branded items were to be 
fixed and uniform throughout a state or region, there 
would be little inducement to the average housewife to 
purchase these items from a department: store located at 
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The store sponsored package requires a different type 
of design to meet different merchandising conditions 


some distance from her home. From the store's point of 
view, there would be little profit in rendering credit and 
delivery services on items which local stores could readily 
sell on a cash and carry basis. 

Finally—in the long term view—the department store 
could expect to find a gradual shortening of the profit 
margin on nationally branded merchandise and could 
anticipate on some items at least the prospect of having 
to sell merchandise at a substantial loss without any of 
the compensating advantages formerly experienced with 
“loss leaders." 

In this situation a number of major department store 
organizations have embarked upon extensive private 
brand programs, one of the most important of these 
being undertaken by the Gimbel Brothers stores in New 
York, Philadelphia, Milwaukee and Pittsburgh. Vice 
president Kenneth C. Collins therefore initiated, about a 
year ago, a new policy in respect to private brands 
which required as its primary step the re-examination of 
the suitability of existing items in the private brand 
lines and a general coordination of design and packaging 
for these items and all others which might be added 
from time to time. 

Under Mr. Collins’ direction, the work was placed in the 
immediate charge of Carl Parnes—no professional pack- 
age designer but a long time Gimbel trouble shooter in 
various merchandising and selling capacities. An inside 
man was chosen rather than an outside councillor since 
it was felt that the specialized problem of a department 
store—particularly of the Gimbel group of stores— 
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would best be solved by one acquainted through long 
experience and from the firing line with these many 
problems. 

With approximately a year of work behind him, de- 
signer Parnes has substantially re-dressed the Gimbel 


drug, soap, paint and household accessory lines and has 


been able to lay down a design formula upon which this 
development can be carried on to include the additional 
private brand items which are being added almost 
monthly to the group. 

The old lines had grown in a completely unplanned 
fashion. Items had no similarity to each other beyond 
the presence of the company name and some items even 
lacked this as an identifying feature. The drug line was 


packed in a variety of glass bottles and cylindrical fibre 
cans, equipped «with closures of varying types and boast- 
ing a label which represented a uniquely unhappy in- 
stance of the ‘‘good idea gone wrong.” 

Back in the dim past, some amateur designer—an 
assistant drug buyer perhaps—has sought to identify 
Gimbel private brand drug items with a label die-cut in 
the shape of a mortar and pestle. The fact that such a 
label could not be easily applied either by machine or by 
hand had been overlooked. The fact that such a label 
tied-in in no way with the general design of the mer- 
chandise had likewise been ignored and the fact that the 
imprints on these labels were difficult to read and failed 
to build up a recognition value for the Gimbel name was 


3. Cylindrical fibre cans for dry drug products subordinated the Gimbel label to the mortar and pestle design. 4. The 
new items tie-in in appearance with the bottled goods and boast vastly increased consumer convenience. Note the novel 
slide cover and sanitary paper seal. 5. Soap chips bore no relation to other Gimbel packages—fell down badly on dis- 
play. 6. Bold colors and the panel type design make the new soap packages stand out in the housewares departments. 
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7. Toilet tissues varied in design and 
failed to feature the store name. 


something that salesclerks learned to rue more and more 
as the years went by. 

A clean sweep was therefore made to eliminate the 
whole series of containers for bottled goods. They were 
replaced by new stock mold bottles of a square, squat, 
short neck type, ideally suited for use in crowded medi- 
cine chests. Uniform closures were adopted and labels 
of uniform design were placed upon the front or narrow 
face of each bottle so as to permit its insertion in space 
saving manner into the medicine cabinet. 

With very many items in the line, some of which 
enjoyed but a limited sale, it was deemed necessary to 
use the imprint type of label and the new design there- 
fore consists of an easily applied rectangular section of 
white stock topped by the word ‘‘Gimbel,”’ in reverse 
white lettering on a green background panel. Product 
names are imprinted on the upper portion of the white 
section of the label and, below this, each label bears an 
identifying seal certifying to the compliance of the 


9. Liquid wax, another private brand ‘“‘sport,”’ 
has been brought into the general design scheme. 
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8. New tissue wraps resemble the drug 
line—use color to identify differing grades. 


product with the standards set up and specified by 
Gimbel laboratory tests. 

Translating this design scheme to the dry products of 
the line, the designers abandoned cylindrical cans in 
favor of a new type of fibre can, equipped with a metal 
bottom and a metal slide top. When the top (which can 
be operated with one hand and cannot become detached 
from the package itself), is slid back, the consumer finds 
a paper seal which serves to guarantee that the contents 
have not been previously handled since packing, an im- 
portant consideration in department stores where island 
display is common and consumer handling of merchan- 
dise presents a sanitation problem. 

The mortar and pestle design was, of course, discarded 
and the cans utilize, instead, a white wrap-around label 
very similar to that used on the bottled goods. The 
white enameled slide top and the white side walls of the 
container combine to provide an unusually attractive air 
of sanitation and cleanliness. (Continued on page 86) 


10. House paints also use a horizontal panel 
design which fits particularly well on round cans. 
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COUNTRY STORES ARE GROWING UP 


It may be accepted as an axiom of all package display 
planning that the retail environment provides a major 
factor governing product, package and display design. 
Packages for super market display must be designed dif- 
ferently from those planned for the ordinary city retail 
store and these, in turn, must differ from mail-order 
packages, from department store packages and from those 
planned for sale in cross-roads general stores or off the 
dashboards of traveling wagons. 

Partly in recognition of this fact, packagers have 
been for many years exhibiting a marked conservatism in 
the redesign of products intended primarily for farm or 
small town use, feeling that these products would reach 
the consumer under the less favorable marketing condi- 
tions of the old-time country general store and hence 
could not profitably utilize the most modern forms of de- 
sign and construction. Many packagers felt, in fact, 


New Census figures disclose vast growth of small 
town markets: call for new view of their package needs 


that the small town storekeeper would definitely resent 
certain innovations and that he and his customers would 
not continue to consume products which departed in 
design or package structure from traditional and con- 
servative lines. 

The farmer and his storekeeper have, however, grown 
up. A host of influences, ranging from concrete roads to 
the radio, have not only changed the rural ways of living 
but have changed rural ways of marketing as well and 
many packagers have begun to show an awareness— 
within the last year or two—of these changes. A 
typical instance of the way in which modernization has 
affected certain farm packages was found in the prize- 
winning Standard Oil Co. (Indiana) cans which received 
awards in the 1937 All-America Package Competition— 
cans fully up to the finest modern standards in design and 
construction and designed to (Continued on page 88) 


NUMBER AND TOTAL SALES OF GROCERY AND COMBINATION STORES 
OF SPECIFIED ANNUAL VOLUMES IN DIFFERENT SIZES OF TOWNS 


1935 Census of Distribution . 


Non Cumulative 


Size of Town $50,000 and 
Over 

Under 2,500 

Stores 3,857 

Sales $286,157 
2,500 to 4,999 

Stores 2,587 

Sales $202,646 
5,000 to 9,999 

Stores 3,072 

Sales $259,646 
10,000 to 24,999 

Stores 3,880 

Sales $347,639 
25,000 to 49,999 

Stores 2,445 

Sales $234,996 
50,000 to 99,999 

Stores 2,056 

Sales $200,841 
100,000 to 249,999 

Stores 2,360 

Sales $249,713 
250,000 to 499,999 

Stores 2,644 

Sales $247,423 
500,000 and over 

Stores 4,405 

Sales $439,276 
National Total 

Stores 27,306 


Sales $2,468,337 


. . Chain and Independent Stores 
Sales expressed in thousands 


$30,000 to $20,000 to Under 

$49,993 $29,999 $20,000 
7,926 8,436 96,138 
$310,448 $203,250 $505,831 
2,796 2,088 11,365 
$108,274 $50,886 $77,510 
2,950 2,275 14,352 
$114,739 $55,280 $94,635 
4,358 3,667 22,427 
$167,729 $88,845 $149,487 
3,005 2,689 15,828 
$114,830 $65,924 $107,842 
3,122 2,424 15,718 
$121,146 $59,113 $103,190 
3,028 3,149 19,443 
$115,208 $76,741 $129,051 
3,274 2,907 17,545 
$127,062 $70,590 $123,693 
7,316 7,291 42,148 
$278,114 $177,362 $296,303 
37,775 34,926 254,964 


$1,448,550 $847,991 $1,587,542 
—_ “(Reproduced through the courtesy of The Curtis Publishing Co.) 
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If your product is small in size, low in cost and suited to 
mass consumption, you have probably sought to sell it 
through dime stores and through similar outlets and 
you have probably quickly discovered that your items 
must be prepared to meet a totally different set of selling 
conditions than that which they met through the regular 
service types of drug and department stores. 

Space, to begin with, is extremely restricted. You 
just can't give a display to a variety store, not to speak 
of using it as bait for a deal. Display is open and con- 
sumers are encouraged to handle the goods. Hence a 
small item must be made pilfer-proof or—to term it more 
exactly—"‘pilfer-resistant.”’ 

Finally, lacking both explanatory display and the 
services of a behind the counter salesman (since the dime 
store sales clerk cannot spend much time explaining each 
of the thousands of items under her care), your product 
must explain itself, answering most of the consumers’ 
probable questions. 

The answer to all these problems—repeated time and 
again by chain store buyers—has been ‘‘card it.’’ Put the 
item on a card which will make it a little too large to be 
palmed and which will, at the same time, cover the func- 
tions of the display and the behind the counter salesman. 

And so dozens of different ways of carding small items 
have been developed and tested by chain store suppliers. 
Here we show some 26 carded items which have won 
their spurs and proved their practicability in terms of 
sales achievements. 

1. A slotted card is used to hold two items in the 
Princess eye beauty set, brush, comb and card being kept 
as a sanitary and single unit by means of a transparent 
cellulose envelope into which the assembled group is 
slipped. 2. A die-cut card, through which the side 
pieces or bows of the goggles are fitted, is used to pre- 
sent Crookes sun shade glasses to the public. Here, as 
whenever transparent objects are to be shown, care must 
be taken to see that the printing underlying the trans- 
parent portion of the product is of the desired color and 
does not distort the appearance of the product itself. 
3. Specially shaped slots are used on this Wigder nail 
file card to provide a spring action sufficient to retain the 
file in its proper position despite repeated consumer 
handling. 4. Die-cut tabs with punched holes provide 
support for the Winx eyebrow pencil. Note that the 
tabs face in opposite directions and thus resist any ten- 
dency toward tearing. 

5. Foracomplexly shaped metal and celluloid device, 
the makers of Winx eyelash comb use a die-cut tab plus 
a rubber band fitted over a die-cut slot. Card, rubber 
band and product are all slipped, as a unit, into a trans- 


CARD |T---BUT HOW? 


Twenty-six ways of making the small prod- 
uct stand out on the dime store counter 


parent cellulose envelope which is then sealed. Full 
directions for use are provided on the reverse side of the 
card. 6. A single rubber band slipped through two 
punched holes and then fitted over top and bottom ends 
of the Maybelline collapsible tube forms a neat and 
tamper-proof attachment on this card. 7. A two 
piece set consisting of a collapsible tube and a brush is 
attached by means of die-cut tabs. The base of the tube, 
too broad to fit into a tab, is held by a small rubber band 
firced to the card through a slot. 

8. Bottles are frequently attached by wire staples 
fitted over the neck. These can be driven by machine 
without danger of breakage. The bright aluminum 
wire used in this instance provides an added decorative 
note. 9. Flame-Glo lipstick is stapled to a card so 
folded as to provide a three-dimensional effect. The 
staple holds front and back portions of the card together 
in addition to holding the product in place. 10. The 
die-cut Gladys Glad card reproduces the company’s 
trade mark. The flat brass wire holder is embossed to 
provide added decoration. 11. A wire staple holds the 
Lady Ester lipstick in the center of a white bull’s-eye 
design to focus attention on the product first and second- 
arily on the card. 12. Two staples are used to hold 
the small Woodbury lipstick in place. The card carries 
the identifying geometrical design element which relates 
the item to the rest of the Woodbury line since the prod- 
uct itself is too small to be embossed with this design. 
13. A brass hand fitted clip (Continued on page 90) 
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Are you considering the packaging of your product 
in a paper bag? If so, there are several points to be 
considered for your package to be efficiently and economi- 
cally produced both from the standpoint of customer 
satisfaction and manufacturing production. 

Suitability of the type of paper to be used is a prime 
factor in the final effectiveness and appeal of your pack- 
age. Second, but by no means a minor consideration, is 
the practicability of the design. 

Let us first consider our material. We can classify 
the paper bag under three general headings—trans- 
parent, semi-transparent and opaque. 

There can be no doubt as to the advantageous qualities 
of the cellophane bag from the standpoint of attractive- 
ness and display appeal, but stop and consider, is your 
product one that is enhanced by the visibility of the 
cellophane bag? From time to time we find cellophane 
being given an unfair trial due to the fact that the prod- 
uct packaged therein lacks eye appeal on the display 
shelf and the weight of the product overtaxes the 
strength of the cellophane. When these problems are 
intelligently considered at the very beginning, there is 
less possibility of dissatisfaction on the customer's and 
retailer's part and fewer ‘“‘headaches’’ are likely to 


* Art director, Union Bag & Paper Corp, 








GIVE “YOUR BAGS A CHANCE 


Better looking packages result when 
manufacturing conditions are considered 


result for both the packer and the product manufacturer. 

When it has been determined that cellophane is the 
appropriate material in which to package your product, 
the suitability of the design must then be considered. 
Cellophane as a medium for design offers a broad latitude 
to the artist when properly treated. The product 
should be made to function as a background for the 
design. Colors should be carefully selected so as to ob- 
tain an effective and harmonious contrast to the visible 
product. The design should be light in character in 
order to retain the maximum visibility. Very often we 
see a cellophane bag, with all its inherent display quali- 
ties, being used only to find that the design selected al- 
most completely covers the visible surface of the bag, 
thereby losing about go per cent of the visibility. When 
the product has a tendency to crumble or deposit residue 
at the bottom of the bag, it is wise to plan the design so 
as to hide this detrimental feature. 

Glassine and other similar bags in the semi-trans- 
parent class have very much the same type of problems 
as the cellophane bag. One of the advantages of the 
glassine bag is that the customer obtains semi-trans- 
parency and a degree of grease-proofness at a low cost. 
Another advantageous quality of the semi-transparent 
bag is that, while it retains partial visibility, it also 











ECC NOODLES 


Peked by 


JONN JONES & CO. INC. 
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1, Designs for transparent bags 
should be light in character. This 
design is good because it covers 
only about 25 per cent of the bag 
face, leaving 75 per cent of the 
area clear to display the product. 


SUNRISE 
PEANUTS 


Product visibility has been sacri- 
ficed at the artist's whim and the 
pepe lott iMecohQotelie(el- Mel Migerel-jelosd-setl 
materials thus destroyed. 


| 








"8. Products which tend to crumble 
or to deposit residue at the bottom © 
of the bag should be packed in 


transparent containers designed 
with a solid band or similar treat- 


ment. to help conceal the residue. 
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cumouflages to a certain degree some of the unattractive 
,spects of the product, such as excess greasiness. 

Just a word about the opaque bag. This type of bag 
s used when durability is the objective. Naturally 
che product is completely concealed and here it is up to 
the artist to make the design tell the story and do the 
selling job for the product. 

Now let us consider the design from the standpoint 
of production. In order to design intelligently and ob- 
tain the best printing results, it is necessary for the 
artist to know the equipment with which the bag is to 
be produced and keep his design within the machine 
limitations. If the bag is to be printed with a molded 
rubber plate, it is unwise to have a design that incor- 
porates fine reverse work or lines closely spaced, for this 
makes it almost impossible for the engraver to etch 
deeply the zinc plates. As depth and cleanliness of the 
original zinc engraving are the most important factors 
in the production of good molded rubber plates, one can 
readily see the importance of adhering to this principle. 

In the case of hand cut rubber plates, it is wise to 
use heavy lines whether they be in reverse or relief for 
a very fine line is not only difficult to cut but is apt to 
give poor printing results. 

There are several ‘‘don'ts’’ to consider when planning 
the design. Don’t allow printing matter to fall on the 
paste line as the adhesive will dilute the oil ink and 
cause it to run and blur. Don't have a design end 
exactly on the fold of the bag for it is almost impossible 
to hold the form constant and at the same time main- 
tain a maximum production speed. If the form shifts 
slightly from side to side it is apt to impair the appear- 
ance of the design unless allowances have been made. 
And finally, don’t have the design too close to the sides 
or bottom of the bag if it is to be run on a rotary press. 
It is necessary to allow sufficient clearance for the grip- 





pers to carry the bag through the press without causing 
smearing the ink. 

The writer recalls an excellent example which will 
demonstrate the troubles that may be encountered when 
the customer does not or will not heed the warnings of 
the manufacturer. Mr. X is about to package one of 
his food products in a paper bag made from a sheet of 
paper with a soft “‘finish.’" He has made up his mind 
as to the design to be used and no amount of persuasion 
will convince him that he should change his design. 
This particular design called for a very heavy coverage 
of ink and as the paper used was a soft inexpensive sheet, 
the final result was anything but satisfactory to Mr. X. 
The inks had neither gloss nor brilliancy and, due to the 
absorbent quality of the paper, the odor of the ink de- 
fiantly remained. Result—Mr. X complained he could 
not use the bags in which to package his food product 
and shifted all of the blame to the manufacturer. 

Despite all of these pitfalls that may or may not oc- 
cur in your particular case, there is one basic principle 
which will guide you in giving your bags a chance— 
simplicity of design. The simple design will almost in- 
variably make the most attractive package, will be pro- 
duced the most efficiently and will achieve the most 
gratifying results. 

Modern mediums for packaging have revolutionized 
the industry. ‘‘Customer satisfaction’’ with reference 
to the package as well as the product, is now a recog- 
nized force in present day selling. The importance of 
packaging can no longer be minimized. It is therefore 
imperative that all possible knowledge be employed in 
selecting, designing and manufacturing the modern 
package. Solicit the suggestions of competent advisors, 
familiarize yourself with packaging possibilities and 
limitations, heed public trends and preferences, cooperate 
with your manufacturer —“‘Give your bags a chance.”’ 
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ORCRIDS TO COFFEE PAIRS 


An increasing awareness of the importance of packaging 
as a merchandising tool has been shown by the coffee and 
spice industries as demonstrated by the entries in the 
second annual packaging contest sponsored by Spice Mil! 
magazine, judged recently at the convention of the 
Associated Coffee Industries of America. 

The ten blue ribbon winners, here illustrated—while 
representing, perhaps, no unique constructions of package 





types—show remarkable progress in design over that 


common only a few years ago. 





The judges—industrial designer Egmont Arens, ad- 


vertising artist Clarence A. Barnes, Jr., and merchandis- 





ing councilor Helen Rockey—have selected, as prize win- 
ners, packages showing a remarkable similarity in their 
emphasis on visibility, clean simple design and display 
values. Thus in the various can divisions, all but one of 
the prize winning packages is of a style of design per- 
mitting the reading of its principal lettering at a distance 
of 20 ft. or even 30 ft. Even the one exception, a family 
of tea packages, provides adequate readability at normal 
distances although the design is not in the poster style. 

Among the various bag packages, the same tendency 
may be noted. Here simple designs are featured through- 
out, three being restricted entirely to lettering for their 
effect and two others using simple line illustrations in 
conjunction with bold lettering to achieve long range 
visibility and display values. 

This tendency toward shooting for visibility by an 
economy of wording anid boldness of lettering and color- 
ing contrasts sharply with former trends in the spice and 
coffee packing fields. Those who remember coffee pack- 
ages of even five or ten years ago will recollect that they 
were replete with multi-color illustrations, curlicues and 
elaborate lettering. It is questionable, however, whether 
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Coffee, tea and cocoa prize winners in ‘Spice Mill’’ 
contest all stress visibility and colorful design 


all of these packages have not suffered by the very swing 
of the pendulum which their design evidences. For 
while old-time packages may have been cluttered with 
design and directions and may, therefore, have lost much 
visibility and display values, the present trend in design 
would seem to be ignoring entirely the needs of the 
housewife for recipes, directions for use and similar in- 
formation and ignoring also the desire of the housewife 
for decoration or at least pleasing appearance in the 
something quite apart from visibility and display 





home 
values in the store. 

The prize winning packages also seem to ignore a 
tendency which has made much progress in other fields. 
While mechanically they provide, perhaps, the highest 
degree of sanitation to be found in any similar group of 
containers, they fail to capitalize upon this mechanical 
feature in their design. Nowhere in the packages illus- 
trated will you find an element in the design emphasizing 
the preservative, protective and sanitary qualities of the 
package. Nowhere will you find copy selling these fine 
features of the package to the consumer. 

Though these criticisms may in all justice be levied 
against these prize winners, they cannot out-balance the 
good points of these containers which, as a group, 
represent so marked an advance over former practice in 
their field as to be well worth every grain of commenda- 
tion they receive. 

The judging of the packages was solely on the basis of 
design, no awards being made for utilitarian considera- 
tions. Nonetheless, as the judges pointed out, the prize 
winning packages uniformly display convenience fea- 
tures, notably in their ease of opening and their ade- 
quacy as attractive containers when re-sealed—an im- 
portant consideration for coffee, tea and cocoa packages. 
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MILK COCOA 


1. Trade mark treatment and use of color distinguish this tea con- 
tainer. Trade and company name, quantity and product are all com- 
bined into one attractive, easy to read package with plenty of sell- 
ing power. The can is executed in an orange color with the band 
around the center, the shading of the white lettering and the back- 
ground of the bottom diamond panel in green. Container manufac- 
tured by the American Can Co. 


4 





hes cae! 
P whoresare oF° 


vacuufi rackto 5 


MeFaddens 








sign 2. The large letter ‘4°’ and the word ‘‘Brothers’’ appear on both 
front and back faces of this bag, but the color arrangement differs on C ‘@) FE E E 
both sides. One side utilizes a blue upper section with the smaller ee 
lower panel in red, the other side reverses this color arrangement. 
The side of the bag bears a diamond shaped panel on which is 
ing printed a selling slogan. Bag by Thomas M. Royal & Co. 
For 3. The Ward coffee package is of silver foil and is so designed as 
ith to make all possible use of the foil background. The lettering and 
sil cup illustration at the bottom of the bag are the only elements on the 
front face of the package, thus leaving ample foil background at top 
Se and bottom, broken only by the silver lines down the center that 
the tie-in with the vapor emanating from the cup of coffee. Back and 
in- front of the bag are similarly executed, the side panel bearing the 
ife the Ward seal. Bag manufactured by Thomas M. Royal & Co. 
he 4. Illustration and trade name are definitely in tune on the Chipper 
~~ coffee package. A color combination of yellow, black and deep 
° red further lends a ‘‘chipper’’ air to the carton. Side panels con- 
tain information on how to make good coffee and there is also 
a included selling copy on Chipper coffee itself. Carton manufac- : 
Is. tured by Rossotti Lithographing Co., Inc. STEWARTS 
ST 5. The top panel of the Martinson milk cocoa envelope bears the Shivarewiens 
of company crest and is of an orange color while the lettering below 
al and the lower panel are in cocoa brown. Utilizing a minimum 
~ amount of design and lettering, the package tells the consumer a quick % =i 
| and comprehensive story about the product. Envelope manufactured — - ees 
| er mone Mt Boyle Co STEWARTS —STEVARIS ——_sTEwAnts 
sel 6. This 15-lb. can of Corona coffee utilizes a green background 
1€ with white lettering outlined in red. An atmospheric illustration tea 
takes position on the center of the container, thus achieving nice we 
d display values for the package. Panels of copy at either side toward 
ec the back describe the flavor of the blend. Can manufactured by 
), the American Can Co. 9. Design treatment is similar for these three bags but the back- 
7. A bull’s eye spotlights the brand name “Echo coffee’ with let- ground color varies in each case. Red, blue and blue-purple are 
tering in white ona black oval background. Striking color is utilized the three colors used, with lettering in white. The name “‘Eastern 
P on this slip top can. The red cover blends in with a red panel im- Cooperative Wholesale’ appears on the side panel, confirming the 
mediately below it, broken by a strip of white and then again a strip trade name on the front faces of the bags. Bags by the Benj. C. 
f of red. Back and front of the can are identical, while at the side Betner Co. 


the grind and weight are mentioned. Can designed and manufac- 
tured by the J. L. Clark Mfg. Co. 

8. Strength of color—red and black—and legibility of name com- 
bine to achieve striking shelf appeal for McFadden’s coffee container. 
The brand name occupies the front face of the can while the side 
bears the slogan, ‘‘Because it’s Better.’ Container manufactured 
by the American Can Co. 


10. Although all of the cans for the Stewarts private blend tea are 
of similar shape and utilize similar label design, the colors of the 
labels change according to the variety of tea the can contains. The 
use of color not only affords striking display, but permits of quick 
identification for each type of tea. The containers are equipped with 
screw tops, thus affording easy accessibility to contents. Containers 
by the American Can Co. 
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1. George Weston, Ltd., name their newest presentation of as- 


are 
sorted biscuits “New Yorker.” The design, in dark blues, red and bas 
yellow, is symbolic of New York City in the evening. Outstand- 1. 
ing points of interest are depicted on the top of the carton, while pak 
the sides carry a life size photographic reproduction of the various trar 
biscuits to be found within. The unusual package, for the New tair 
Yorker and for the visitor to take home, was designed and manu- use 
factured by Robert Gair Co., Inc. itse 
2. Candles, in recent years, have grown in popularity as gift items 8. 
at Christmas time and the Standard Oil Co. of Indiana has prepared a ” 
special gift carton to be offered to business firms as an item for use in Inc 
making inexpensive but attractive gifts to customers. Two hand- as 
dipped candles, in either red or white wax, are housed in the carton / 
which utilizes a die-cut window to expose the holiday design on the C 
candles, thereby enhancing the carton itself. Containers manufac- Ci 


tured by A. George Schulz Co. 
3. After more than a hundred years, James P. Smith & Co., Inc., has 
adopted new containers for its Antonini olive oil. Bottles are of a 


graceful design and simplicity is the keynote of the labels. The re- 
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of the product and the utilization of glass permits the reading of this 
message through the bottle and through the clear olive oil itself. 
Containers developed by the Packaging Research Division of the 
Owens-Illinois Glass Co. 

4. Available as a special deal to manicurists, this Brit-tex finger bowl 
>f Durez plastics is promoting the sale of Brit-tex nail and cuticle 
cream. The base is a rich black with a bowl of white glass and a 
cream jar in a combination of plastic materials. Base molded by 
B. F. O'Shei, Inc., jar molded by Colt’s Patent Fire Arms Mfg. Co. 
5. B. Lloyd’s, Georgian pecan grower, utilizes these tapered 
cylindrical containers to pack pecan meats. The novel feature of 
the container decoration is a Georgia road map, showing routes 
to the Lloyd’s farm, imprinted on the back face of the container. 
Paper Canister by the Lily Tulip Cup Corp. 

6. Plenty of Southern atmosphere is embodied in this unique pack- 
age for Jacobs Candy Company’s sweet assortments. The set-up 
box is covered with actual cotton and burlap to realistically simulate 
a bale of cotton, the whole being over-wrapped in cellophane. 
This package is one of the company’s newly redesigned line which 
are planned to capitalize on the charm of New Orleans and its 
historic background. 

7. Frosted foods, packed in cylindrical containers with snap-in 
paper tops, now attain desired visibility through the inclusion of a 
transparent window in the snap-in top. Allen's lima bean con- 
tainer uses the transparent surface for the imprinting of directions for 
use, thus placing them in clearly visible position against the product 
itself as background. Containers by the Lily Tulip Cup Corp. 

8. Packaging in the frozen food fields advances and we have here 
an illustration of neatly designed packages for E. A. Aaron & Bros., 
Inc., frozen vegetables. A single design motif is utilized for all of 
the packages, space being provided for the imprinting of the type of 
product to be packed. Carton wrappers lend themselves to effec- 
tive display by virtue of simple layout. Containers by the Container 
Corp of America, wrappers designed and manufactured by the 
Central Waxed Paper Co. 


verse side of the label carries an official test guarantee as to the purity 
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9. To encourage consumer acceptance and to build re-sale of the 
product, the D & L Slade Co. use these decorated tumblers for its 
mustard. Design motif is changed at intervals, thus enabling the 
housewife to collect different sets of tumblers from time to time. 
This latest decoration—a red and white sailboat design—is colorful 
and attractive, lending itself to effective display in the store. 


Tumblers designed and manufactured by the Hazel-Atlas Glass Co. 


10. The Hills Brothers Co. have established a reputation for a 
thorough-going packaging job for its Dromedary dates, both from 
the viewpoint of protection for the product and appearance. They 
are now publicizing the product by means of an ingenious promotion 
idea—a paper sleeve, in the form of a page from a memo pad, is 
slipped over the sales package. The package is mailed to various 


publicity outlets. 


11. Charbert’s new perfume is called Grand Prix and comes in a 
lady's miniature riding boot, made of leather and complete with 
spur. A pull on the two tabs incorporated in the leather lid, which 
fits snugly into the top of the boot, and a small flacon of perfume is 
discovered. Nice tie-up is achieved between the package and the 


product name. 


12. Something new is a carton for the packaging of ice cubes 
Easily assembled, the carton—made of specially treated water-proo 
board—is so constructed that the weight of the ice itself holds the 
bottom of the carton locked in place. The closure achieved at the 
top of the carton incorporates two die-cut holes for easy carrying of 
the package. Manufactured for the Uline Ice Co. by The Rike 
Paper Products Co. 
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Plain and decorated tumblers have been utilized by food 
manufacturers for several years now with marked success. 
Their appeal to the public was essentially that of any 
premium, in that housewives were attracted by the op- 
portunity to secure something of value for their house- 
holds at no extra cost. Their appeal to manufacturers 
was found in their ability to provide a sales stimulus 
without increasing container costs. Manufacturers also 
were endeared to such re-use containers because of the 
tendency of the housewife to collect complete sets of six 
or a dozen such containers. In the process of consuming 
the contents of such a complete set, the habit of utilizing 
a given brand of merchandise frequently became firmly 
established so that it was not likely to be broken for any 
trivial consideration at a later date. 

The original tumblers were of extremely simple design 
with straight or slightly slanting walls, tapering out- 
ward toward the top of the container. To provide a dis- 
tinctive quality for the individual manufacturer using 
these tumblers, applied color decorations were soon 
added so that the same molds might be utilized to supply 
a number of manufacturers with containers made to differ 
from each other by the difference in their coloring and 
decorations. Others sought individuality for their 
tumbler containers by using special shapes or tinted 
types of glass. 

Nalley’s, Inc., a West Coast salad dressing pro- 
ducer has now introduced a tumbler style of package 
embodying an unusual design in the form of a raised 
ridge situated horizontally half way between the top 
and bottom of the container. The label is applied to 
this ridge and thereby achieves a_three-dimensional 
prominence not otherwise obtainable. Label applica- 
tion is also facilitated since registry of the label is simpli- 
fied by the presence of the ridge. 

For the consumer, the raised portion of the barrel- 
shaped tumbler provides an ease in handling, of particu- 
lar interest to mothers contemplating the use of such 
tumblers by their children since the otherwise smooth- 
walled tumbler cannot slip through even a child's small 
fingers due to the presence of the ridge which provides a 
firm gripping surface. 

The container, as used by Nalley’s, is sealed with a 
tear-strip type vacuum cap, permitting easy replacement 
of the closure pending full consumption of the product. 
The tumbler lip is of the beaded type, claimed to afford 
great sturdiness to the thin walled container. 

Credit: Owens-Illinois Pacific Coast Co. for design 
and manufacture of tumblers. Caps supplied by the 
Closure Service Co. 


NARROW LABEL TUMBLER 






















































Provides eye appeal, consumer convenience and a 
full view of the product for Nalley’s Mayonnaise 


The new Nalley’s premium tumbler utilizes a raised hori- 
zontal ridge to achieve a three-dimensional prominence for 
its label while leaving the major portion of the contents 
of the package fully exposed to view. The ridge also makes 


for convenient handling of the tumbler by the consumer. 
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1. Sharp, clearly defined line illustrations 
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on a background of blue and white simulating a rainswept 
windshield. 2%. Christmas and Mother's Day packages 
popular in Australia as well as in the United States 
utilize novel carton constructions to achieve distinc- 
tion at low cost. 3. Textile carton uses bold color and 
poster effect to gain window dominating display value. 





Limited local markets create unusual 


problems for Australian package planners 


Domestic markets are so broad and the constant sales 
possibilities, for even those products distributed only 
on a regional basis, so great that American package 





suppliers have been able to provide—and packager users 
able to afford—types of packages and methods of pack- 
age production which would prove prohibitively ex- 
pensive in other, smaller countries. Thus any attempt 
to evaluate packaging progress in, let us say, one of the 
British Dominions would prove completely futile if 
the standard of evaluation were to be one based upon 
American experiences and mass production concepts. 

Judged, however, within the limitations which the 
size of the Australian market forces upon it, packaging 
“down under” has made surprising strides within the 
last few years—strides well demonstrated in a series of 
packages submitted to MopERN PackaGinG by McLaren 
& Co., Pty., Ltd., of Melbourne, Australia, several of 
which are here reproduced. 

Most notable, perhaps, has been the rapid acceptance 
of photographic technique by Australian packagers and 
of styles of package design which—even when not mak- 
ing use of photography—show much of the influence 
of the camera on general design treatment. Thus both 
the individual carton and the larger sales package for 
windscreen wipers utilize a simple line drawing style 
to achieve a startling photographic effect. In one in- 
stance, an illustration of the product itself and in another 
instance, an indication of its effect on a windshield is re- 
produced on a background simulating the appearance of 
an ordinary automobile windshield during a rainstorm. 
While the method of reproduction is one involving low 
plate costs, the effect is startling and attractive. 

Quite a few among the packages are of folding types 
designed for novelty, seasonal promotion. The two 
Potter & Moore packages, here illustrated, being typical 
of this group. In one instance, a hexagonal basket 
type of container utilizes photographic reproductions of 
wicker on sides and top. In another, a rectangular car- 
ton construction is utilized topped, however, with a 
peaked roof to form a little old (Continued on page 86) 
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The old style traveling salesman was known as a drum- 
mer. The new style drummer, made famous by the 
swing craze, has now become a traveling salesman for 
Calvert’s Old Drum whiskey. First featured in national 
color advertising in a series built around the ‘drummer 
of the month,”’ these dance orchestra virtuosos are now 
appearing, in photographic full color reproductions, on 
a series of specially designed Old Drum holiday cartons. 
The standard pint package, as used in these cartons, 
thus attains new display value and a close tie-up with 
national advertising. 

Front and back panels of the cartons feature different 
drummers and thus three types of cartons actually appear 
as six on display. Each case shipped to dealers is 
packed so as to provide a complete assortment of cartons. 
The color scheme on each package is different, as is the 
face of each carton, one package being green on one 
side, red on the other, another blue and yellow and a 
third, light blue and pale green. 

Cn the sides of each container are printed six recipes 
for holiday drinks, while on the top of the package is 
printed a card with the words, ‘Season's greetings,”’ 
with room for writing the name of the person to whom 
the gift is being sent as well as that of the sender. 

For holiday window display, a special unit, featuring 


NEW DRUMMERS FOR OLD DRUM 


There seem to be six diferent 
packages in this illustration. 
Yet only three form the actual 
series, with front and back 
panels differing in both illus- 
tration and color scheme to 
provide added display interest. 































Calvert uses color photography for novel holiday cartons 
and utilizes a window display to introduce the gift packages 


drummer Gene Krupa, has been devised for use in con- 
junction with assortments of the new gift cartons. 
Space is provided in the wreath at the top of the display 
for insertion of price. This relatively prominent posi- 
tion of price was believed important inasmuch as the 
company’s desire was to help retailers get a good share 





of the gift business to be found in the around-the- 
dollar-and-under price bracket. 

Credit: Cartons manufactured by Wm. W. Fitzhugh, 
display manufactured by Rode & Brand, Inc. 


The drum theme is carried not only in the car- 
tons, but also in this large easeled window 
display, designed for holiday promotions. 
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A collapsible tube with pin type closure forms the new Quixy fire extinguisher. 
Molded pulp holders provide safety for the product in shipment, one section of which 
affords a means of hanging the unit on the wall of the home or in the automobile. 


INEXPENSIVE FIRE EXTINGUISHER 


News of a most substantial sort is the development of a 
new and inexpensive fire extinguisher, which may be 
used satisfactorily in the home or in the car and shipped 
with safety. The demand for such a unit has long ex- 
isted and the package as developed by Quixy, Inc., would 
seem to offer a practical solution to the problem of 
packaging a volatile fire-fighting chemical such as car- 
bon tetrachloride. 

The new product's container is a metal tube with a 
pin type closure. The difficulty in achieving a secure 
yet easily opened seal was one of the elements which 
posed a problem in the search for a practical container. 
It was essential that the pin be so constructed as to break 
off readily, leaving a hole of predetermined size and yet 
one which would be strong enough to stand shipping 
tests. Many experiments were made on the weight 
and types of metals used until, finally, the present pack- 
age was adopted after shipping tests proved the con- 
tainer fully adequate. 
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New molded pulp and collapsible tube combina- 
tion provides fire-fighting security at low cost 


Since carbon tetrachloride is approximately 60 per 
cent heavier than water, as well as volatile, it was found 
extremely difficult to seal the tube and special machin- 
erv had to be developed for this purpose. The metal is 
not folded or clipped but actually fused permanently, 
thus resulting in a leak-proof package. 

The tube is filled with '/2 lb. of the liquid and since 
it must, necessarily, have a certain amount of air space 
when it is sealed, the shifting of the heavy liquid natu- 
rally tended to distort the tube during shipment. Thus 
a second problem was presented in the evolution of the 
Quixy fire extinguisher—to find a package which would 
safely house the tube for shipment and at the same time 
act as a hanger. 

Over 50 packages were developed and tried before a 
satisfactory shipping container was arrived at.  Fi- 
nally, molded pulp was selected as the ideal medium for 
protecting the tube against distortion. Two molded 
pulp holders of equal size are (Continued on page 87) 
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@ We don’t “go fishin’” when you ask us to help 


you with your container, closure, label or carton 
problems. 

We knuckle right down — call together men 
who have had years of experience in the field of 


containers. 





We look at your problem from all angles—get 
your views—regard the consumer’s views —and 
create new ideas—the result is a container that not 
only contains, but also SELLS—a Salespackage. 

= We are at your service with branch offices in 


most principal cities. Write or call us. 


Owens-Illinois Glass Company .. . . Toledo, Ohio. 






é 28 
Sy Ba ia 
7 4 ad 


4 mW ‘a Jt 
D/ 


ae 


~& 


a 
on 
Dy 
cos 
2 














Left: The unique curves of the various Courtley packages contrast smartly with the 
rectangular set-up containers. Right: Two pottery items and the wooden shaving 
bowl, all three with metal closures, appear on counters in this triple mirror display. 


MAN'S LINE—TO FEMININE TASTE 


Out West where men are men, the women still do the 
shopping. When a woman buys her husband—or any 
other man—a gift of toiletries, she can be counted upon 
to judge the product and the package from the woman's 
angle. Capitalizing upon this basic fact, the makers of 
Courtley toiletries have arranged their distribution not 
only through leading haberdashery shops, but through a 
group of specialty stores catering exclusively to women 
and they have designed their packages and displays to 
appeal to women and to conform to the setting they will 





find in the woman's store. It may be hard on the men 
and then again maybe they like it that way. 

The line consists of a large group of glass, wood and 
ceramic packages of unusually pleasing shape and tex- 
ture, packed singly and in sets in set-up boxes which 
belie their sturdy construction by the most delicate of 
sutface decorations. The double horsehead trade mark 
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Courtley toilet requisites are designed to appeal 
to the female gift giver as much as to the man 


is carried throughout the line, appearing etched on the 
mirrored glass display, as an embossed metallic seal on 
the set-up boxes and in brush finished silver and gold 
plate on the jar and bottle closures and on the wooden 
shaving bowls. 

Since women are prone to buy themselves a gift when 
buying gifts for others, the line includes two specialties 
rating a place on the feminine dressing table. One 
cologne decanter, resembling a doughnut standing on 
end and topped with a ground glass stopper, appears in a 
white and silver set-up box. The other, a smaller bottle 
of truncated cone shape, utilizes a cork seal and a flat 
glass closure. 

Credit: Designed by Walton Crane and Associates 
and William Nassour. Glass containers by the Imperial 
Glass Co. Seals by the Pacific Label Co. Set-up boxes 
by the Independent Box Co. 








CAN YOUR CARTONS SURVIVE 











e The distance between the pack- 
aging department and the retailer's 
counter is a long, hard pull. Your 
shipping containers do their part 
in furnishing protection for your 
products — but your cartons must 
be designed to "take it" too! 

A thorough understanding of 
necessary carton strength is an im- 
portant part of Container Corpo- 
ration's unique ‘Packaging by 
Prescription" method. Concora fold- 
ing cartons are designed—and their 
materials chosen — with an eye to 
the forces, exterior and interior, 
that they must withstand in transit. 
Printing inks, finishes, colors and 
novelty treatments — all are chosen 





with an understanding of the condi- 
tions they will meet. 

This detailed package analysis is 
possible in Concora cartons because 
we control their manufacture all the 
way from the pulp to the finished 
cartons. Have our representative 
show you how integrated control 
results in both "the strength that 
protects" and "the beauty that sells." 





Concora corrugated and 
solid fiber shipping cases 
have won an enviable record 
among shippers because this 
same principle applies to 
their manufacture as well. 











CONTAINER CORPORATION OF AMERICA 


GENERAL OFFICES: 111 WEST WASHINGTON STREET, CHICAGO, ILL. 
MILLS, FACTORIES AND SALES OFFICES AT STRATEGIC LOCATIONS 
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Cradle Baby jams, a new product to make monotonous cereals and puddings more tasty for the in- 
fant, are presented in containers designed to differentiate the specially prepared baby jam 
from adult types. Small, unusual type of jar for jam packaging, the American Medical Associa- 
tion Seal of Approval on the closure and label treatment combine to emphasize this difference. 


EXCITING NEWS FOR BABY 


Specially prepared baby jams reach the market in speci- 
ally prepared packages designed to emphasize quality 


Chalk up as evidence of what adroit packaging can do 
for a new product the fact that Cradle Baby jams are now 
being eagerly welcomed by mothers anxious to make 
baby not only eat his cereals and puddings but like them. 
Distracted mothers, weary of coaxing and bribing little 
ones to eat, seem to have found the strained and seedless 
jams, specially prepared for children of 8 to 10 months 
to 3 or 4 years of age, a delicacy that often awakens lazy 
or indifferent appetites. 

The packaging of the jams is designed to not only fully 
protect the product, but to appeal to apprehensive 
mothers who may be in doubt as to the advisability of 
feeding their infant a new product. Hence the jars 
adopted differ completely from the usual type of jam jar 
found on the market. A straight sided, small container 
is utilized which, in general appearance, is reminiscent 
of a cosmetic, cream or vaseline jar. This utilization of 
a container which cannot be confused with the ordinary 
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type of jar used for the presentation of jams and jellies 
tends to reassure consumers who buy baby foods that the 
Cradle Baby jam is a product differing utterly from ordi- 
nary adult types. 

Further reassurance as to the wholesomeness of the 
product is conveyed by means of the American Medical 
Association Seal of Approval on the lithographed vapor- 
vacuum-sealed cap and by the message, *‘Ask your physi- 
cian for advice as to when to start feeding Cradle Baby 
jams’ which appears on the back face of the label. The 
cap is likewise of a type which admirably suits the pack- 
aging of a product intended for infants since it offers easy 
re-sealing. Thus any unused portion of the jam can be 
safely retained in the original container with the original 
cap with an assurance of safe keeping. 

The wrap-around label which completely covers the 
jar serves a double purpose. It provides ample space for 
the message as to what the jams (Continued on page 88) 








OLORS that harmo- 

nize, that reflect the 
quality of the product, and 
that have lasting brilliancy, 
make Heekin color litho- 
graphy on metal outstand- 
ing. Heekin White is white 
as snow... all Heekin 
colors are distinctive. Let 


us work with you on de- 
signing a new package or 
modernizing an old one 
—the Heekin staff of art- 
ists is at your disposal. 


THE HEEKIN CAN CO. 
Cincinnati, O. 
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The new Dif household cleaner carton, seen at the left, is 
given improved layout in redesign and incorporates the newly 
developed identification symbol—e red dot and slogan ‘‘It’s 
different’’ being made an integral part of the product name. 





The new hand cleaner container, at the right, likewise uti- 
lizes the red dot identifying unit. Note how ‘Dif’ and 
“hand cleaner’ are brought up into the bull’s eye for quick 
reading as contrasted to the old package seen at the left. 


DIFFERENT DESIGNS FOR DIF 


Obsolescence is a natural and inevitable process, creeping 
up on old things because new things are better—or be- 
cause consumers think they are. The Dif Corp., rec- 
ognizing the value of a package design in keeping with 
modern trends, recently decided to redesign its packages 
despite the fact that they were in no real sense obsolete. 
The aim of redesign here was to establish a more definite 
family relationship between the company's products. 

The three products of the company are natural com- 
panions. The general household cleaner, the hand 
cleaner and the metal polish were formerly presented in 
packages which bore no design relationship and it was 
felt desirable to develop some symbol, trade mark or 
uniform unit which could be applied to all three packages. 
Another point which was taken into consideration in 
designing this uniform unit was that it should be cap- 
able of being applied to not only the three consumer 
packages, but also to the letterheads, calling cards, 
shipping labels, shipping containers and any other sup- 
plies of the Dif Corp. 

In searching for this unit, designer Egmont Arens 
found his cue in the phrase, ““The different cleaner,” 
utilized on the old cleaner package. The slogan was 
re-phrased to read “‘It’s different,’’ setting the “Dif” 
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A unifying design unit is developed to achieve 
family relationship for the Dif Corp. packages 


in a red dot above the “‘I’ of the product name. Thus 
it not only serves to explain the genesis of the name 
“Dif,”’ but likewise became the design element which 
ties all three packages together. The red dot further 
achieves attention value on the deep blue background of 
the carton and adds life to a package which might other- 
wise be uninteresting. 

In addition to the redesigned front panel, the sides 
have been “‘cleaned up’’ and the back panel given an 
improved layout which par- (Continued on page 86) 





Complete family tie-up is effected by incorporating the red dot 
design unit on shipping containers as well as sales packages. 
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AT GARDNER-RICHARDSON 


A custom Car- 
ton is created. 


Gardner - Richardson 


Company 
Middletown, Ohio 


Manufacturers of Boxboard, Folding 


Cartons and Specialties 





Product protection and 
production are considered 


Artist prepares 
full-color design 








Layout, colors and principal text 
recommended by experienced staff 


A New Book for the Executive's 
Business Library 


This new book “Boxboard, Folding Cartons and 
Specialties” explains in detail the methods employed 
by The Gardner-Richardson Company. It is a com- 
plete photographic treatise on the art and science of 
carton making. If you are interested in receiving a 


copy please write for it on your business stationery. 
























Many Gardner-Richardson custom- 
ers rely on this package design 
department to make improvements 
in their packages...fo create new 
packages for new products ... to 
design displays of all kinds. A 
great number of America’s most 
effective folding cartons are” born” 
each year in this department. 
Whether or not yours is a pack- 
age design problem it may pay you 
to look info the facilities, resources 
and experience of The Gardner- 
Richardson Company. Learn how 
hundreds of the nation’s successful 
manufacturers are using Gardner- 
Richardson Folding Cartons to 
protect their products and improve 


sales. Write for information today, 


BOXBOARD 
cou gind CHRILN? 
" SPECIALTIES 


Representatives in Principal Cities: PHILADELPHIA * CHICAGO e ST. LOUIS e BOSTON ¢ NEW YORK » PITTSBURGH * DETROIT e CLEVELAND 
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1. Many of the units use irregular shapes to achieve effective tie-up with the washer itself. Note the way 
the girl’s arm and the pajama sleeve point directly to the portions of the machine featured in the display. 


EIGHT DISPLAYS INSTEAD OF ONE 


Display has long been recognized as the weak point in 
the attack on sales by washer and ironer manufacturers. 
The Home Laundry Equipment Section of the General 
Electric Co.—who like other firms in the field have 
made many an attempt to devise a single window display 
that would do an effective job of selling washers and 
ironers—has finally decided officially that the job could 
not be done with a single unit. It has, therefore, pro- 
duced a series of eight displays designed to tell the com- 
plicated story of the various features of these machines 
in a dramatic and eye-compelling manner. 

The new displays have been developed after the study 
of a series of case histories of previous campaigns which 


General Electric stresses single features of its laundry 
appliances in a new series of “sell-shock”’ displays 


disclosed that all suffer from the common fault of an at- 
tempt to tell the entire feature-complicated story in a 
single display. Hence the new displays offer a striking 
departure from past practice by attempting to stop the 
man in the street with a single thought and a dramatic 
picture and, if possible, a single word. 

The new series has been termed the “‘sell-shock’’ dis- 
play series and consists of six displays for use in conjunc- 
tion with the washers and one each devoted to the flat- 
plate and rotary ironer, making an eight months’ series 
which tells the complete story of washing action, quiet 
operation, one control ringer, lifetime lubrication, 
trouble-free mechanism and the General Electric guarantee. 


DECEMBER 1938 


LS a) 
ui 





BY 
GENERAL 
ELECTRIC 


i 
oanchegrroult 


2. Inanimate objects such as an oil can or monkey wrench 
are animated in this series to add to the stopping appeal 
of the displays. 3. Single word slogans such as “Quiet” 
or ‘Guaranteed’ are utilized to attract attention. Even 
supplementary copy is kept short. 4. Displays for flat plate 
and rotary ironer extend over the machine to carry the 
eye from the lithography to the device being advertised. 


Each unit is designed to draw attention to the machine 
with which it is displayed, the shape of many of the 
units being calculated to draw the eye directly to the 
one point on the machine embodying the feature treated 
in a given display. Thus a scarlet-clad girl in silhouette 
draws attention to the one control ringer by pointing di- 
rectly toward this portion of the machine. The General 
Electric imprint appears in black and yellow on her 
chest and running from this trade mark design, a series 
of white letters march down the girl’s arm to spell out 
the words ‘one control ringer.”’ 

The display featuring the General Electric activator, 
the unit which controls the washing action of the ma- 


56 MODERN PACKAGING 


chine, consists of an animated but empty pair of pajamas 
in brilliant blues and greens. One arm points to the 
washing barrel of the machine and the other holds a red 
disc bearing a photograph of the activator device. 

The flatplate ironer display utilizes a slogan ‘Irons 
like magic.’’ Here again the use of a magician’s hand 
holding a wand is calculated to draw the eye first to the 
display and then from the display to the machine itself. 

So, too, with the perhaps less dramatic unit entitled 
‘Madam, your ironing’s done.’’ which is designed to 
stand along side of and extend over the rotary washing 
unit so as to make it quite impossible for the two to be- 
come separated in fact or in the consumer's mind. 

Other units, while more nearly regular in shape and 
not designed to fit over any portion of the washers, like- 
wise attain highly dramatic effects by stressing of single 
sales features with a short slogan. In all cases, the lay- 
out of the unit is so designed as to carry the eye from the 
lithographed display to the washing machine itself. 

The company reports that the displays have been ex- 
ceptionally well received by General Electric distributors 
in the field, who have found them equally advantageous 
for window or floor use. Included among the users of 
these displays have been a number of large metropolitan 
department stores who ordinarily seldom use any manu- 
facturer-supplied display units, prefering to create their 
own.” This reception is particularly phenomenal in 
view of the fact that the displays are not supplied free of 
cost to the dealer, but rather involve him in a direct out- 
lay of slightly under ten dollars for the series. 

Since each of the units attempt to attract attention by 


featuring a single selling point about the machines, a 
special side card is provided, listing all six major fea- 
tures of the washing machines. Thus those who are 
sufficiently attracted by any single display may be 
further enticed toward entering into the store by the 


perusal of the other machine features. Another side 
card, featuring the General Electric washing compound, 
a specially prepared powder for use with the washing 
machines, is also included in the series. 

The promotion of the displays to dealers has been 
stimulated by a window display contest with prizes 
ranging from ten dollars to a hundred dollars. Dealers, 
entering the contest, submit photographs of the dis- 
plays, as set up, complete with window backgrounds 
and other, dealer added decorations. The company has 
had marked success in the past with such contests, hay- 
ing discovered that not only the smaller dealers but 
even very large and substantial organizations tend to 
exert extra efforts in dressing up their windows when 
such contests ate incorporated as part of the display 
promotion program. Since the prize is usually turned 
over, in whole or in part, to the display department or 
the individual display man or store manager, such con- 
tests arouse a personal interest. 

Displays are sent to dealers one each month, the series 
starting during the month of September and continuing 
through to April of 1939. 

Credit: Manufacturer of all eight units, the Sweeney 
Lithograph Co. 
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SEAGRAM'S POP-UP DISPLAY 


Are you an old excavation watcher—a member of the 
sidewalk superintendent club? If you are you will need 
no diagrams to understand why windows featuring this 
Seagram display have been drawing crowds. 
the appeal of the unit is based entirely on motion— 
mechanically induced motion that causes one letter 
after another of the product name to pop up through a 
slot in a metal box until the entire name has been spelled 
and then drops all the letters at once, to begin the process 
all over again, repeating as long as the motor is running. 


Because 


“CANADA'S FINEST” 


$6.8 PROOF « BLENDED CAMADIAM WHISKY « 6 YEARS OLD SEAGRAM OISTIELERS CORR, WLY.C 


Seagram's 


“CANADA'S FINEST” 


86.8 PROOF - BLENDED CANADIAN WHISKY - 6 YEARS OLD = SEAGRAN-DISTILLERS CORP. NY. 


YOU'LL ENJOY 


Seaora 


Seagram's 


86.8 PROOF + BLENDED CANADIAN WHISKY - 6 YEARS OLD — S¢AGRAM-OISTILLERS CORP.NY.C 


The name’s the thing in the liquor trade and this unit 
uses motion and light to emphasize the Seagram name 


It sounds simple. It is simple. And like all simple 
things, it depends for its effectiveness not so much on 
what is done as on how it is done. 

In repose (a state in which this display seldom rests), 
the sign measures some 17 in. by 8 in. A lacquered 
metal box houses the mechanism and carries on its glass 
front panel a full legend, including the Seagram name. 
Rising from the box, a blue mirrored glass background 
carrying the words, ‘‘You'll Enjoy”’ stands directly be- 
hind a slot in the otherwise unobstructed metal box top. 

Turn on the motor and see what happens. At inter- 
vals of about one-half second, red Catalin letters will 
start popping up from left to right. In four seconds 
‘although it will seem longer than that to the onlooker), 
the word ‘‘Seagram”’ has been spelled out, the letters and 
the glass front panel illuminated and then, presto, the 
letters drop from sight to rest for one-half second and 
then begin the whole process over again. 

The mechanism is simple, consisting of a small electric 
motor similar to the types used for driving electric 
clocks. The motor revolves a shaft equipped with a 
series of cams which trip releases, permitting one letter 
after another to spring upward and to remain in exposed 
position until the end of the cycle when all letters are 
caused to drop simultaneously by the removal of the 
supporting cams. 

Contact governing the lighting and extinguishment 
of a bulb, enclosed within the metal box, is likewise 
worked by the same control shaft and thus synchronized 
with the motion of the letters. This light not only il- 
luminates the glass front panel, but casts its beams up- 
ward through the transluscent Catalin letters and causes 
these to glow with illumination just prior to the time 
when they drop from sight. 

The display unit is so designed as to be equally ap- 
plicable to window and backbar display positions and, 
in fact, to any position in the retail store, bar or restau- 
rant within six feet of an electric outlet. 

The repeating action of the mechanism and its low 
current consumption permit it to be utilized continu- 
ously, without attention. In fact, some dealers have 
been noted who use the device as a form of night light, 
permitting it to burn throughout the late evening hours 
as well as in the daytime. 

Credit: Development and manufacture of the dis- 
play, Deering-Chapman. 


Three stages in the cycle of action of the Seagram pop-up display. 
At the top, the unit is seen at the beginning of its cycle. In the 
center, four of the letters have ‘‘popped up.” At the bottom, all of 
the letters are up, the front panel is illuminated and in one-half second, 
the letters will drop out of sight to begin the cycle over again. 
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1. Brushes are being successfully merchandised from the top of the 
counter by Devoe & Reynolds Co., Inc., with this corrugated display 
box. The unit serves as the shipping container and upon receipt 
by the dealer, is quickly converted into a counter display. The 
break-back display panel focuses attention upon the brush itself 
by utilization of a bull’s eye carrying an illustration of the product. 
Display-shipping container produced by The Hinde & Dauch Paper Co. 


2. Here's that Model smoking tobacco man again. This time 
he is presented in the guise of a cigar store Indian. The display card 
is carried out in full color and presents the package in a clever man- 
ner. Price of the product is likewise cleverly presented in the 
message ‘Did you say 10c?’’ Display lithographed by The Forbes 
Lithograph Co. 


3. For displaying in a preferred position a newly introduced prod- 
uct, The Sofskin Co. utilizes this self-easeled display card. Die-cut 
sections on either side of the unit permit the insertion of a jar of the 
hand cream and a jar of applicator paddles so that the consumer 
can try the cream on her own hands before purchasing. A slot is 
provided for the disposal of used paddles. 


4. A full color reproduction of the Rembrandt Peale painting of 
Thomas Carstairs hangs over the replica of an authentic colonial 
fireplace in this striking window display for Carstairs whiskies. 
Flanking the central display and decorated with holly sprigs for 
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DISPLAY 


the holiday season are reproductions, in full color, of original 
sketches by Dean Cornwall. Bottles of the entire Carstairs line of 
whiskies are arrayed in front of the central and side display units. 
The holly sprigs are detachable, making the display appropriate 
for any season of the year. Designed and lithographed by Palmer 
Associates, Inc. 


5. A five-piece window display for Upjohn vitamin products 
utilizes reproductions of colorful paintings to form the dominant 
feature on each of its display cards. Product illustrations are exe- 
cuted in color from direct color photographs. Shelf space is pro- 
vided on the large center panel for presentation of actual packages. 
A minimum amount of copy on each card presents points of conven- 
ience and desirability for the product. Units lithographed in full 
color by The Forbes Lithograph Co. 


6. An efective dispensing display unit is being utilized for the 
merchandising of J. & P. Coats “‘Boilfast’’ bias trim. The tray, at- 
tractively finished in bright blue with chromium trim is streamlined in 
appearance. The unit carries the ‘‘Boilfast’” trade mark and ac- 
commodates 64 packages of bias trim. Thus a maximum amount of 
merchandise is presented in a unit which occupies a small area of 
counter space. Display tray designed by The Spool Cotton Co. and 
produced by Displaywell Case Co., Inc. 


7. A double-duty easeled window unit which first serves as a 
reminder of the ‘‘sweetest day’ (October 22) and then, with the re- 
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moval of the bottom panel overlay after October 22, becomes a 
general purpose display. The panel illustration is appropriate at 
all seasons. Produced for the Gobelin Co. by the McCandlish 
Lithograph Corp. 


8. A combination of wood and chromium makes this counter 
display for Bourjois cosmetics a permanent fixture. The chromium 
metal column on the side of the unit incorporates a small wooden 
shelf for smaller product packages while the lower shelf may be 
utilized for the larger items. The wooden letters forming the word 
““Bourjois’’ stand out against their contrastingly colored background. 
Display manufactured by Arrow Manufacturing Co., Inc. 


9. Produced as one in a series of displays featuring ‘swing’ bands 
and being distributed by the R.C.A. Manufacturing Co., this display, 
featuring Benny Goodman, is part of a monthly service to dealers. 
The unit achieves a two-dimensional effect by virtue of the message 
“Victor records’’ set in the foreground of the display panel. Litho- 
graphed by The National Process Co. 


10. For Christmas sales promotion of carpet sweepers, this full 
color display has been adopted by the Bissel Carpet Sweeper Co. 
The unit is a flat card to which is attached a shelf or platform on which 
an actual sweeper is shown. The platform is constructed so that it 
will hold any of the various sizes of sweeper in the Bissell line. 
Lithographed by Zipprodt, Inc. 
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FLASHER TIES IN WITH RADIO FAME 


The major feature of the Bulova Watch Company's 
advertising for many years past has been a series of 
time signal broadcasts which have established the 
letters B-u-l-o-v-a as synonymous with sound time 
keeping for millions of radio listeners. This reliance 
upon radio advertising has, however, posed a problem 
for the company in that a certain difficulty is experienced 
by many potential consumers in relating the oral im- 
pression gained in the home to the visual impression 
secured at store windows or jewelers’ counters. To aid 
in bridging this gap, the company has now sponsored 
an unusual form of lighted display which effectively 
ties in with the radio broadcasts while providing a 
maximum of display space for the product itself. 

The new unit is made of wood with a broad wooden 
base designed to hold five watch display boxes and with a 
stepped shelf designed to hold two additional watches. 
A corrugated brass metal column, rising in the center of 
the display, conceals an electric flasher unit and is 
topped by a semi-circular section bearing the product 
name. The letters are cut out of wood and chromium 
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Bulova capitalizes on time signal broad- 
casts in new illuminated watch display 


faces and are laminated against a semi-circular frosted 
acetate background. On either side of the back panel 
rise triangular radio towers with simulations of light 
flashes reaching from the peak of the towers toward 
either end of the Bulova sign. Thus as the light goes 
on and off, it conveys the effect of sending out the 
famous time signal and effectively ties in with the ad- 
vertising impression previously made via radio. 

The display is being distributed, at the present time, 
to thousands of Bulova retail dealers throughout the 
country and the company reports a remarkably favorable 
acceptance wherever tests have been conducted. It is 
notable that the unit, designed for window or counter 
use, sacrifices no part of its merchandise display values 
in achieving the radio tie-in. The dealer is enabled 
to display the latest watch models under a favorable 
setting while, at the same time, making certain that he 
capitalizes to the fullest possible extent on the com- 
pany’s advertising promotion. 

Credit: Display unit produced by the Arrow Manu- 
facturing Co., Inc. 


An ivory lacquered background and 
velvet covered platforms are used 
to set off the watch cases in this 
new Bulova flasher display unit. 
The corrugated brass metal column in 
the center of the unit conceals an 
electric flasher which, when operating, 
gives an impression of sending out the 
Bulova time signals from the radio 
towers at the sides of the display. 
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A blend of several fine whiskies makes Four Roses a truly great 


whisky. .. . A combination of four well-considered display elements 
makes this Forbes creation a forceful Four Roses Christmas Display: 


SOUND SELLING IDEA PURPOSEFUL COPY 
STRONG DESIGN FINE LITHOGRAPHY 


Let FORBES interpret these display elements in terms of your 


merchandising objectives. 


FORBES 


NEW YORK CHICAGO CLEVELAND ROCHESTER DETROIT 
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The consumer is able to 
examine the color plas- 
tic flashlights and tomake 
his color selection from 
the chart which forms an 
integral part of the dis- 
play unit. An easel at 
the rear of the display is 
equipped with a hanger 
hole and tab so that the 
dealer may hang it on 
back-counters if desired. 


COLOR SELLS COLOR 


Although flashlight sales are largely impulse sales, 
flashlight manufacturers have, until very recently, been 
able to impart very little in the way of styling to their 
merchandise. The introduction of brightly colored 
plastic cases and the replacement of the conventional 
metal case have, however, given the industry an oppor- 
tunity to stimulate demand through the use of such 
elements as color, increased durability, increased safety 
and streamlined design. It has also, however, pre- 
sented the industry with new display problems. 

Thus, the Bright Star Battery Co., in sponsoring a 
line of all-plastic flashlights, has developed a counter 
or window display unit boasting a number of unique 
features. With twelve flashlight colors available to 
meet the tastes of various purchasing groups and various 
regions of the country, the company found it desirable 
to market flashlight cases in what it terms “‘units’’— 
sets of three identically colored cases mounted on a dis- 
play prior to shipment to the dealer. The unit method 
of sale was chosen to avoid the complications and in- 
conveniences which would arise if each display had to 
be filled with varied colored flashlight cases to meet the 
individual tastes of different dealers. 

In designing the display, it was therefore found neces- 
sary to develop a lithographed background which would 
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Bright Star color plastic flashlights move 
over counters on rainbow type displays 


harmonize equally well with every color in the line. 
After extensive research, the solution was found in a 
rainbow background and in the substantial use of black. 
The blending of the many colors serves to cause the three 
uniformly colored flashlight cases to stand out in the 
display: At the same time, the colored panels provide 
the dealer with a visual catalog of available colors which 
he can use in explaining the product to the consumer. 
He can thus avoid the necessity for bringing half a 
dozen or a dozen different colored flashlights out of 
stock and onto the counter when a sale is being made, 
since the consumer can see every mechanical feature of 
the flashlight by examining those on display and can 
then make his color selection from the chart. 

The flashlights are held in place by a silken elastic 
cord drawn through holes pushed through the back 
part of the display. The side wings fold in front of the 
flashlights, in shipment, to make a compact, rectangular 
unit which is shipped in a sealed corrugated case. An 
easel is provided on the back of the display, equipped 
with a hanger hole and tab at the top, so that dealers 
may take the choice of placing the unit on a counter or 
in a window, or of hanging it on back-counters. 

Credit: U.S. Printing & Lithograph Co. for creation 
and manufacture of the display unit. 






















1. Champrel bubbling perfume is demonstrated both visually 
and by its odor through the medium of this little metal bath- 
tub with an automatic electric agitator. 2. Hand winding 
of the spring mechanism which works this Uneeda Doll Co. 
cradle is eliminated by an automatic electric device which 
permits demonstration—in action—in windows or at other 
positions inaccessible to the salesperson. 3. A graphic 
demonstration of a mechanical device—such as the rushing 
of gas through exhaust valves as shown in this Union Car- 
bide Co. display—is infinitely superior to any effect 
which might be secured by a mere verbal demonstration. 


One seldom thinks of window displays as labor saving 
devices. Yet, when the alternative to a mechanical 
display involves the use of a human demonstrator, such 
devices gain the advantage, for their sponsors, of labor 
saving, in addition to the other advantages they have 
always enjoyed. 

Looking upon the motion display as an alternative to 
a human demonstrator (that is to say, looking upon it 
in a very narrow and limited sense), we find that it 
enjoys one other advantage over the pretty girl or the 
agile young man—namely, novelty and mystery. For 
while anyone can see—in fact, must see, if the demon- 
stration is to be successful—just how the human demon- 
strator works, it is the very element of mystery which 
serves as one of the major magnets of attraction for the 
automatic demonstrator. 

Consider, for example, the Champrel bubbling perfume 
The product, designed for use in the 
bath, finds itself in competition with the products of 
older and larger houses and, if left to the initiative of 
the dealer alone, would probably linger on the shelf. 


demonstrator. 


Displayed, however, in conjunction with a small 
bathing pool of spun metal, attractively finished in 
baked enamel, with a nude figure of a (rubber) girl in 
the bath, the device concentrates attention upon the 
product as used and emphasizes its rich lather, spreading 
the fine odor of the product for a considerable distance. 
An invisible agitator, especially designed for this unit, 
causes the perfumed bath water to bubble and foam up 
to the neck of the bather, providing an element of action 
and realism which catches the eye. 

Basically, the function of the automatic demonstrator 





Realistic movement or life-like illusions 


that put across sales points convincingly 
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is to free the salesperson from unnecessary, tedious and 
repetitious explanations, so that she may better employ 
her time in the actual act of selling. Thus the Uneeda 
Doll Co. has utilized a mechanical rocking mechanism 
to keep its rocking demonstrator cradle constantly in 
motion, without requiring a salesperson’s time to re- 
peatedly wind up its spring mechanism. The sales girl 
has merely to say “‘It has a wind-up rocker’ and can 
then go on to point out the other features of the cradle 
while the device rocks merrily back and forth. For 
use in windows and on high counter tops, or within en- 
closed glass counters—where human winding would, 
of course, be impossible—the tireless electric device is 
obviously the only possible answer if the unit is to be 
shown to best advantage. 

In a third recent instance, the Union Carbide Co. has 
utilized a demonstrator to convey a desired illusion— 
the rush of gas through an exhaust valve in an auto 
engine—that could not possibly be conveyed with equal 
effectiveness by any human (Continued on page 92) 
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It’s not 


.. « BUT it should be in 
your NEW YEAR’S plans 


Problem No. 1 of most manufacturers is to 
find a way to lower costs, so that they can look 
forward to a more prosperous new year. 


No doubt many of your costs cannot be 
lowered, but it is just possible that some can. 
Packaging, for instance—modern packaging 
machinery far out-classes former machines and 
methods. In recent years there have been more 
new developments and improvements than in 
any preceding period. The result is that much 
of the equipment being used today is actually 
obsolete by comparison. 


Definite Savings 
Our new machines work at far higher speeds, 
making large savings in time and labor costs. 


They are extremely flexible—quickly adjust- 
able for many sizes, shapes and types of prod- 
ucts. This means that a manufacturer, who 
could not afford to use extensive multiple 
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equipment, may now use a single machine to 
handle his entire line. Moreover, in a large 
plant high speed adjustable machines save 
considerable floor space as fewer machines 
are required to do the same amount of work. 
Striking savings are also being made in wrap- 
ping material costs. 


Lower in Price 
On top of all these advantages and econo- 
mies, Our new wrapping machines actually 
cost less today than they ever have before. 


Particularly at this time, our wide experi- 
ence can be of value to you in spotting obso- 
lescence in your plant . . . and in bringing 
about new savings and higher efficiency. 


Ask our nearest office how we can help you. 


Write for Booklet “How Packaging Costs Are 
Being Lowered” 


PACKAGE MACHINERY COMPANY, Springfield, Massachusetts 


NEW YORK 
Mexico, D. F., Apartado 2303 
Peterborough, England: Baker Perkins, Ltd. 


CHICAGO 


CLEVELAND LOS ANGELES 
Buenos Aires, Argentina: David H. Orton, Maipu 231 
Melbourne, Australia: Baker Perkins, Pty., Ltd. 


as List. 
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widely sold products that are 
wrapped on our machines 


PACKAGE MACHINERY COMPANY 


Over a Quarter Billion Packages per day are wrapped on our Machines 
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The Winona, Minn. factory of The J. R. Watkins Co. towers above the 
unusual office structure housing 200 employees in a single, domed room. 


OLD COMPANY TAKES TONEW WAYS 


by J. D. Moyle 


Strung along on both banks of the old Mississippi River 
in both Minnesota and Wisconsin are sleepy little river 
towns, dreaming of the ‘‘good old days’’ when mighty 
rafts of logs were floated down the river and the lumber- 
jacks made life exciting. Nothing remains of the town’s 
former life and industry but the sturdy stone houses 
which were erected by the first settlers and dreams of 
the days that are now past. Their only claim to im- 
portance is the picturesque view they give to the tourist 
who passes through on his way to the larger, more 
modern centers. 

So might the lovely little city of Winona, Minn., be 
today but for one man and the fulfillment of his vision 
of the future. Instead of becoming a decaying, logging 
town without a future, Winona is a thriving and pros- 
perous community of some 25,000 people. The company 


* The J. R. Watkins Co. 





The J. R. Watkins Co. installs new dry and liquid filling 


lines as part of planned plant modernization program 


which J. R. Watkins founded and which bears his name 
has grown in two generations to be the largest of its kind 
in the world. 

Such a growth is naturally due to quality products, 
but more than that. J. R. Watkins started his business 
in a frontier town and sold his single product from a 
market basket which he carried in a horse and buggy. 
However, as civilization advanced and new and modern 
methods became known, he kept pace, with the result 
that throughout its history, The J. R. Watkins Co. has 
made it a practice to install the latest scientific and 
mechanical developments in its manufacturing and 
packaging processes. 

From the single product which J. R. Watkins manu- 
factured by hand in the kitchen of his own home, the 
Watkins line has developed until today over 300 items 
are included. The methods of manufacture have kept 
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to keep pace with the demand for the products. At the 
present time, over 10,000 dealers carry Watkins products 


direct to the homes of consumers and this number is 
increasing daily. 

Visitors to the company are impressed with the 
efficiency shown in the manufacturing processes and 
even more so with the huge office building which houses 
over 200 employees. Contrary to the usual idea of 
office buildings which have many private offices, this 
structure is made up of a single, huge domed room 
which extends for a full city block. 

Everything is as modern as ingenuity can make it. 
Air conditioning equipment has been installed so that 
employees work under ideal conditions of temperature 
and humidity. Huge windows provide ample light and 
when the short days of winter cut down on the natural 
source, an indirect lighting system floods the building, 
although no direct rays give a glare which is hard on 
the eyes. Pillars of imported marble and Tiffany glass 
skylights add to the beauty which is provided by the 
unique architecture of the building. It is truly a place 
of beauty and far in advance of the date when it was 
originally built. 

The officers of the company have been just as far- 
sighted in purchasing modern packaging equipment as 
they were in designing the office building. Just re- 
cently, new equipment has been installed for both dry 
and liquid filling. To indicate the way in which the 
company has kept abreast of the times, one of these 
installations has but two counterparts in the entire 
country. This is the dry filling equipment. 

Here, a problem was faced which does not enter into 
the average installation because it was necessary to 
assemble filling equipment which would accommodate 
a variety of sizes and styles of cans to be filled with a 
large variety of products of different physical charac- 
teristics. The average manufacturer who installs such 
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up with the growth of the line and today there are four 
large factories in the United States and two in Canada, 
in addition to the manufacturing branches in England 
and Australia. In each of these, suitable packaging 
equipment has been installed to enable manufacturing 
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packaging equipment has no need of the flexibility 
which is required in the Watkins plant. Consequently, 
installation is a comparatively simple proposition. 
Adaptability and flexibility to accommodate many 
different sizes of cans and types of products were neces- 
sary in the machinery to permit a quick changeover 
from one job to another. 

Included in the line of dry filling equipment is a 
crimper for all-metal spice cans. Here history was 
made, for, it is believed, this is the first time that such 
equipment was adopted to take care of an all-metal can. 
When its use becomes necessary to apply and crimp the 
bottoms on filled spice cans, an offset conveyor shunts 
the filled cans from the straight line which is followed 
by other cans, to the crimper and back to the straight 
line conveyor belt. 

This dry mixing and filling equipment covers three 
floors in its operations. The dry ingredients are first 
thoroughly mixed on the top floor and dropped down 
to a supply tank of special design. From this, the 
mixture goes into a hopper so built as to eliminate 
bridging or sticking. It is in the form of an offset cone, 
having one straight side. In the bottom of the cone 
are two ducts or pants, one to each of the two stations 
of the automatic packer. 

The empty cans are placed on a belt conveyor, carried 
to the first or coarse filling station where the fill is made 
to within about 10 per cent of the capacity and passed 
on automatically over a vibrating belt which settles 
the powdered material. 

The same type of automatic trip as at the first station 
is used at the second station to automatically shut off 
the flow of materials when the complete fill has been 
made. This gives a fill which is accurate to '/;5 of an 
ounce and the equipment can be quickly adjusted to 
take care of cans having a capacity of from 4 oz. to 4 lbs. 











From the second station, a conveyor belt carries the 
filled cans to a capping machine which applies the plug 
and seats it automatically. It has a rotary head with 
four spindles that fit closely into the friction plug for 
each can. These plugs are fed from a hopper which has 
a sorting wheel designed to present each plug right side 
up. The design of the machine is such that the spindles, 
containing chucks to fit the plugs, pass over the feeding 
show, pick up the covers and carry them to the top of 
the can. As the head rotates, a cam forces the spindles 
down to seat the plug properly and delivers the closed 
can on the conveyor belt. 

When the capping has been completed, the can passes 
through a pressure and air suction system built by the 
company to remove all powder or dust from the outside 
of each can as it passes through the air tunnel. There 
is a double purpose in this. First of all, it prevents 
getting dust into the air and making conditions un- 
healthy for the workers on the line. Secondly, it sends 
the filled cans through to the operators putting on the 
wrappers, entirely free of dust so that they are abso- 
lutely clean when packed in cartons. 

As the cans pass down the conveyor belt, a crew of 
Operators puts on wrappers and places them into corru- 
gated shipping cases which are unsealed, top and bottom. 
These are fed to the belt of the automatic top and bottom 
sealer. Here a timing device allows the carton to space 
properly and to come in front of the bar that pushes the 
carton through the sealer. 

As each carton fits into the sealer, the outer flaps, 
both top and bottom, are opened up to pass under the 
gluing rolls which apply the correct amount of adhesive. 
Then the flaps close automatically and a code is printed 
on each carton to give the packing date and other essen- 
tial information. The filled cartons then go into a 
compression unit which keeps the carton under pressure 


1. Feeding fibre cans to the powder filling machine is necessarily 
a hand operation. The machine fills automatically. 2. Second 
powder filling station completes the fill, accurate to 1/16 of an 
ounce. Equipment is adjustable to take care of cans with capacities 
from 4 oz. to 4 lbs. 3. The can capping machine applies the 
plug and seats it automatically. In the foreground is seen a suction 
device which removes powder or dust from the outside of each 
can as it passes through the tunnel. 4, The belt proceeds down 
the center of a long table where hand operators apply wrappers 
to the dust-free cans. 5. Placed into corrugated shipping cases, 
the cartons proceed through a top and bottom sealer and emerge 
ready for shipment, code numbered and dated. Production on 


this line can run as high as 70,000 cans in a single working day. 
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6. Bottles are removed by hand from original shipping cartons 











and placed on a conveyor belt which carries them to this rotary 
air cleaner. Empty cases pass overhead to the far end of the 
line. 7. Cleaned bottles proceed through this high-speed 
rotary filling unit. 8. Sealing compound is applied to the 
bottle tops just before they enter the modified rotary capper util- 
izing only two chucks instead of the customary four. 9. Filled 


and capped containers receive labels at this point and proceed 


for one full minute or longer in order to allow the glue 
to become completely set. 

The principal reason for such an installation is to 
speed up the process, to keep pace with the greater 
demand for products. This dry filling line handles food 
products from '/; lb. up to 4 lbs. in size. For those 1 |b. 
or over, 40 cans per minute can be filled, while this 
figure is doubled on sizes from 4 oz. to 1 Ib. Recently 
a total of 70,000 cans were filled in a single working day. 

A much more complicated problem faced The J. R. 
Watkins Co. when it came to installing liquid filling 
equipment. There was the need of standardizing on 
bottles and labels. This required considerable time. 
Then it became necessary to assemble units manufactured 
by different companies in order to meet the peculiar 
problems presented. 

As the usual thing, manufacturers buy an entire line 
of filling equipment from a single machinery company 
which provides all of the units necessary. In this case, 
the company had to go on the basis of buying equip- 
ment best adapted to their peculiar requirements. One 
thing which had to be considered was the absence of 
corrosive metal or rubber parts (Continued on page 90) 
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onward to— 10. Wrapping and cartoning operations at the 














hand work tables. 11. Bottle shipping containers having 
arrived from the front end of the line are re-filled and a top 


This en- 


sealer re-closes them and marks them for identification. 





tire line has operated at speeds as high as 90 bottles per minute. 
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CANISTERS 


LOWER COST PER CONTAINER 












RIGID containers, of 
many types and sizes, 
are needed to meet 
various production, 
protection and mer- 
chandising require- 
ments. These are all 
Pneumatic jobs. 
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FREE RUNN ligq- 
uids, granular dry prod- 
ucts, sluggish paste, or 
sticky glue, all can be 
filled by Pneumatic and 
the glass package can be 
cleaned, capped and la- Gi erie MAPA. 















EXIBLE containers have their 
uses, too, and Pneumatic has the 
equipment for every type, from 
tiny tea balls to big flour bags. 


beled as well. 
*All 34. of the containers illustrat- 


ed are handled by one or more 
Pneumatic units. Few are the 


For MOST dry products 
the folding carton is still 
the old stand-by. It can 
be varied so readily, in 


package variations not suited to 
Pneumatic lower cost per contain- 


construction detail, that . 
er production. 






it can answer nearly any 
exacting demand for 
economy, appearance or 
protection. All those pic- 
tured are handled on 
Pneumatic machines. 


CARON oad f p " T M ATI C 


PACKAGING € BOTTLING EQUIPMENT 


PNEUMATIC SCALE CORPORATION, LTD. 
71 Newport Ave., Quincy, Mass. (Norfolk Downs Station) 
Branch Offices: 

NEW YORK «+ CHICAGO « SAN FRANCISCO « LOS ANGELES 
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STREAMLINED 
BOTTLING PLANT 


ships thousands of cases 
of cleaner fluid daily 


Back in 1919, when the Roman Cleanser Co. was founded, 
its extremely limited production and modest resources 
permitted of only the most elementary packaging equip- 
ment. Distribution of the cleanser—sodium hypo- 
chlorite—was limited to a few outlets in the Detroit 
metropolitan area. But even at that time—and ever 
since—the company strove to utilize, to the greatest 
degree possible, the aid of modern machinery and of 
modern merchandising methods. Thus from a small 
nucleus, new territory has been added, link by link, 
until today the product is sold in some 30,000 retail out- 
lets in Michigan, Indiana, Ohio, Illinois and Kentucky. 

Thirty giant, custom built trucks make daily runs be- 
tween the bottling plant and stores of retail grocers in 
the Detroit area as well as to some 100 wholesalers and 
company warehouses located in Michigan and adjacent 
states. The trucks are designed to serve as traveling bill- 
boards for the product which is reproduced in a style 
very similar to that in which it appears on the package. 

The latest, but by no means the last steps in a series 
of changes include the development of a modernized 
package for the product and the building of a new bot- 
tling plant—one of the most up-to-date in its field— 
equipped with the latest types of machinery to provide 
a daily output of several thousand 12-bottle cases of 
Roman Cleanser per day. 

The new package, which replaces the old style, long- 
taper-neck bottle, has been specially designed for space 
saving and for ease of working on the newly installed 
packaging machinery. Of amber glass, its base is cov- 
ered with a wrap-around type label, printed in bold 
poster style and featuring large white surfaces to empha- 
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1. The modern, single story layout of the Roman 
Cleanser plant facilitates straight line filling 
and shipping operations. 2. The new amber 
Roman Cleanser bottle is seen in the foreground 
above. Note its space saving features as 
contrasted with the far taller old container. 


size the main selling point of the product itself, namely, 
that it “‘whitens clothes safely.’’ The 32 oz. bottle is 
topped by a specially developed screw cap, of patented 
design, which, it is claimed, eliminates danger from gas 
expansion. Its stubby neck makes pouring easy and per- 
mits the use of a substantially smaller shipping case. 
The new container has likewise been found to be far 
more resistant to breakage, an extremely important 
factor with a product of this sort since containers are 
returned from dealers for re-use. 

Returned bottles, in their corrugated carrying cases, 
start their trip through the packaging line by a passage 
through a washing and soaking unit where, after com- 
plete soaking and rinsing treatment, they are discharged 
on to a conveyor belt and directed toward a bottle filling 
machine of rotary type. This unit, capable of operating 
at a speed up to 120 bottles per minute, is of the vacuum 
type. After filling, they are again directed on to the 
traveling conveyor or feed line and thence to an 8-head 





















Ask us 


to solve your 
problems 


For over a quarter of a century, our staff of engineers have 
been solving carton packaging problems for plants all over 
the world. Many packages have been changed in shape and 
design to give them a more attractive appearance and to in- 
crease their sales, at the same time lowering their production 
costs. 














Machines have been developed to set up and close these 
cartons economically and at rates of speed to meet require- 
ments. 






Most of the biscuit, cracker, lard, shortening, cheese, 
macaroni and frozen foods cartons are handled on 
PETERS Machines... also a large number of other 
cartons for various products. 









This equipment is built in completely auto- 
matic and ienbedaate models to set up and close cartons at speeds 
ranging from 10 to 60 cartons per minute. Send us samples of your 
cartons or their sizes and ask us to recommend machines to 

handle them economically. 










It will pay ex to investigate this equipment. 
rite or consult us for 
recommendations. 





WELL KNOWN USERS N° # 
OF PETERS MACHINES... a 
Frosted Foods Sales Corp... Loose-Wiles Biscuit Co. . .Swift & Co...United Biscuit Co... Armour & Co...C. F. Mueller Ma i Manufacturing Co...Beech-Nut 





Packing Co... National Biscuit Co. . Prince Macaroni Co. . . Kraft-Phenix Cheese Co... Procter & Gamble Manufacturing Co... Wilson & Co. ..Cleveland Tack Co... 
Cudahy Packing Co... York Cone Co...Grennan Cake Co..-Borden & Ce... 


PETERS MACHINERY CO. 


4700 Ravenswood Avenue, Chicago, Illinois 





Canadian Rep’ tative: DELAMERE & WILLIAMS, LTD., W. Toronto, Canada 
British Representative: BAKER PERKINS, LTD., Peterboro, England 
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STREAMLINED 
BOTTLING PLANT 


ships thousands of cases 
of cleaner fluid daily 


Back in 1919, when the Roman Cleanser Co. was founded, 
its extremely limited production and modest resources 
permitted of only the most elementary packaging equip- 
ment. Distribution of the cleanser—sodium hypo- 
chlorite—was limited to a few outlets in the Detroit 
metropolitan area. But even at that time—and ever 
since—the company strove to utilize, to the greatest 
degree possible, the aid of modern machinery and of 
modern merchandising methods. Thus from a small 
nucleus, new territory has been added, link by link, 
until today the product is sold in some 30,000 retail out- 
lets in Michigan, Indiana, Ohio, Illinois and Kentucky. 

Thirty giant, custom built trucks make daily runs be- 
tween the bottling plant and stores of retail grocers in 
the Detroit area as well as to some 100 wholesalers and 
company warehouses located in Michigan and adjacent 
states. The trucks are designed to serve as traveling bill- 
boards for the product which is reproduced in a style 
very similar to that in which it appears on the package. 

The latest, but by no means the last steps in a series 
of changes include the development of a modernized 
package for the product and the building of a new bot- 
tling plant—one of the most up-to-date in its field— 
equipped with the latest types of machinery to provide 
a daily output of several thousand 12-bottle cases of 
Roman Cleanser per day. 

The new package, which replaces the old style, long- 
taper-neck bottle, has been specially designed for space 
saving and for ease of working on the newly installed 
packaging machinery. Of amber glass, its base is cov- 
ered with a wrap-around type label, printed in bold 
poster style and featuring large white surfaces to empha- 
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1. The modern, single story layout of the Roman 
Cleanser plant facilitates straight line filling 
and shipping operations. 2. The new amber 
Roman Cleanser bottle is seen in the foreground 
above. Note its space saving features as 
contrasted with the far taller old container. 


size the main selling point of the product itself, namely, 
that it ‘‘whitens clothes safely."’ The 32 oz. bottle is 
topped by a specially developed screw cap, of patented 
design, which, it is claimed, eliminates danger from gas 
expansion. Its stubby neck makes pouring easy and per- 
mits the use of a substantially smaller shipping case. 
The new container has likewise been found to be far 
more resistant to breakage, an extremely important 
factor with a product of this sort since containers are 
returned from dealers for re-use. 

Returned bottles, in their corrugated carrying cases, 
start their trip through the packaging line by a passage 
through a washing and soaking unit where, after com- 
plete soaking and rinsing treatment, they are discharged 
on to a conveyor belt and directed toward a bottle filling 
machine of rotary type. This unit, capable of operating 
at a speed up to 120 bottles per minute, is of the vacuum 
type. After filling, they are again directed on to the 
traveling conveyor or feed line and thence to an 8-head 
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WELL KNOWN USERS 
PETERS MACHINES... 













Ask us 


to solve your 
problems 


For over a quarter of a century, our staff of engineers have 
been solving carton packaging problems for plants all over 
the world. Many packages have been changed in shape and 
design to give them a more attractive appearance and to in- 
crease their sales, at the same time lowering their production 
costs. 












Machines have been developed to set up and close these 
cartons economically and at rates of speed to meet require- 
ments. 






Most of the biscuit, cracker, lard, shortening, cheese, 
macaroni and frozen foods cartons are handled on 
PETERS Machines... also a large number of other 


cartons for various products. 














This equipment is built in completely auto- 
matic and seioummentie models to set up and close cartons at speeds 
ranging from 10 to 60 cartons per minute. Send us samples of your 
cartons or their sizes and ask us to recommend machines to 

handle them economically. 

















It will pay = to investigate this equipment. 
rite or consult us for 
recommendations. 








Frosted Foods Sales Corp. . .Loose-Wiles Biscuit Co. . .Swift & Co...United Biscuit Co... Armour & Co...C. F. Mueller M i Manufacturing Co...Beech-Nut 
Packing Co... National Biscuit Co. . .Prince Macaroni Co. . .Kraft-Phenix Cheese Co... Procter & Gamble Manufacturing Co... Wilson & Co... sland Tack Co.. 


Cudahy Packing Co... York Cone Co...Grennan Cake Co...Borden & €ee.. 


PETERS MACHINERY CO. 


4700 Ravenswood Avenue, Chicago, Illinois’ 





Canadian Representative: DELAMERE & WILLIAMS, LTD., W. Toronto, Canada 
British Representative: BAKER PERKINS, LTD., Peterboro, England 
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4. The capped containers are 
turned on their sides by a series 
of heavy wire guides just prior 
to their passage through the 
gumming and labeling machine. 


rotary capper which discharges them, once again, to a 
conveyor line. 

Up to this point, they have proceeded in upright posi- 
tion, but prior to their passage through a gumming and 
labeling machine, an ingenious series of heavy wire 
guards is utilized to turn the bottles into horizontal 
position. In this position, they roll through the labeling 
machine, emerging as completed containers ready for 
immediate shipment. 

The cases in which the bottles arrived at the plant have 
meanwhile been passed by inclined roller conveyor from 
the feed end of the rinsing machine to the discharge end 
of the labeling unit and thus re-filled, capped and re- 
labeled, the bottles once more enter their shipping con- 
tainers and pass onward toward the loading dock where 
one of a fleet of 30 trucks waits ready to pick up a new 
load of cleaned and re-filled containers ready for speedy 
distribution to wholesale or retail outlets. 


This simple, straight line filling system permits of a 
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3. Bottles are fed into 
the soaking, washing and 
rinsing machine which is seen 
in the far right background. 
Emerging from this ma- 
chine, they proceed first 
to the rotary filler and thence 
to the 8-head capping unit. 



























maximum economy of space within the plant since the 
shortest possible time elapses between the discharge of a 
truck bringing returned bottles and the re-filling of the 
same or another truck with newly bottled goods. 

Shipping cases in which the bottles have been returned 
from their previous trips are likewise used for a number 
of in-and-out journeys. The cases, passing on a simple 
loop of roller conveyors from the discharge point on the 
loading dock to the bottle washing machine where they 
lose their returned bottles and thence to the discharge end 
of the filling line where hand operators drop the now 
re-filled and re-labeled containers into the shipping 
case's corrugated cells. As soon as they are filled, they 
pass onward on the gravity conveyor to the loading dock 
or to storage. 

Credit: Bottle and closure by the Owens-Illinois 
Glass Co. Filler, capper and conveyors by the U. S. 
Bottlers Machinery Co. Bottle washer by the George J. 
Meyer Manufacturing Co. Labeling machine by the 
New-Way Canning Machine Co. 


























THE FIRST TO OFFER 
AUTOMATIC CASE SEALERS 
TO THE TRADE—AND STILL 
GOING STRONG!! 


PACKOMATIC Case Sealing Machines have stood the test of time 
and high speed production requirements. Actually millions of 
corrugated and fibre shipping cases are sealed every week, “The 


PACKOMATIC Way.” 





POSITIVE PLUNGER TYPE 
FEED AND TIMING DEVICE 












You will find PACKOMATIC Case Sealers to be the most 
economical. They are built to last a lifetime. They will apply any 
commercial adhesive, smoothly and evenly for perfect sealed cases. 





FEED-IN CHAINS AND 
BOTTOM FLAP-OPENER 











PACKOMATIC CONTAINER SEALING MACHINE 


Paper shipping containers filled with cans or other type packages are automatically sealed 
with this Packomatic machine. Both top and bottom flaps are sealed simultaneously, if 
desired, and machine is rapidly adjustable for a wide range of sizes. Furnished for any 
reasonable speed. 


PACKOMATIC PACKAGING MACHINES 


We also manufacture carton filling and sealing equipment, automatic and 
semi-automatic. Net and Gross Weight Scales, Volume Fillers, Auger 
Packers, Carton Forming Machines and a hundred and one other similar items. 


If you have a packaging problem, whether it is large or small, call for a 
PACKOMATIC Engineer, he will treat your problem confidentially and 
you will be under no obligations. 


INNER TOP FLAP CLOSER 
WITH SAFETY RATCHET 


PNGICOINIANTEIG 


PACKAGING MACHINERY 


J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 








— REPRESENTATIVES — _ 
CHICAGO NEW YORK BOSTON } Re 
CLEVELAND ST. LOUIS DENVER OUTER FLAP SPREADERS 


SAN FRANCISCO LOS ANGELES SEATTLE ee 
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J Guipment and Materials 


NEW DEVELOPMENTS IN PACKAGING MACHINERY - METHODS AND SUPPLIES 





AUTOMATIC ROTARY CORKER 


A new machine for the automatic handling of flanged 
corks has been developed by the U. S. Bottlers Machin- 
ery Co. and is claimed to be the first fully automatic 
machine for the purpose, making possible the complete 
mechanization of every operation of a bottling line 
where corks are utilized as closures. 

Corks are placed into correct position in the corking 
head for driving into the bottle neck by a positive air 


A fully automatic 
machine for the 
handling of flanged 
corks. Variations in 
corking speeds range 
from a minimum of 
50 bottles per min 
ute to @ maximum 
of 130 per minute. 





pressure feeding device. Corks are hopper fed into a 
channel that directs each cork to the correct position 
and register before insertion in the bottle neck. The 
large capacity hopper is so designed that a casual glance 
from the line operator will determine just when a new 
batch of corks is required. 

Feeding of the filled but uncorked bottles into the ma- 
chine is controlled by an electric feed switch. The 
machine is so designed as to automatically stop when- 
ever a “‘break’’ appears in the line of advancing bottles 
and to remain stopped until the break is closed. 

The machine is equipped with a vari-drive, making 
possible its operation at exactly the speed called for by 
the production schedule and its synchronization with 
the other units of a line. Variations in corking speeds 
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range from a minimum of 50 bottles per minute to a 
maximum of 130 per minute. The unit occupies a floor 
space 36 by 32°/s in., with a height ranging from 67'/2 
in. minimum to 74 in. Maximum. 

Star wheels, for feeding and discharging containers, 
are manufactured of Formica, a laminated plastic mate- 
rial, to eliminate noise and reduce breakage. 


LIGHTING FIXTURE 


The Visualite Corp. has developed a lighting fixture, 
designed for high intensity illumination, color matching, 
inspection work, etc. The fixture contains 80 ft. of 
fluorescent luminous tubing and the colors are so ar- 
ranged and matched as to approximate a duplicate of 
pure sunlight It is claimed to provide light intensity 
of 100 ft. candles over a relatively large area. The 
luminous tube lighting fixture is available in three sizes, 
200 watt and 300 watt consumption and operates on 
110 volt, 60 cycle, single phase, AC current. The unit 
may be suspended with rigid or chain chrome hangers. 
Replacement tubes are easily inserted. 





Luminous tube lighting fixture which is claimed to give from 
two to five times as much light as ordinary light fixtures. 


NEW STAMPING PAD 


A novel type of stamping pad for marking or imprinting 
on metal, cellophane, glassine, glass and other types of 
packaging materials is being marketed by the Clear Print 
Process Co. The pad is made of wood which is claimed 
to be chemically treated to remove all resinous sub- 
stances. After a special drying process, the wood block 
is impregnated with an anhydrous and non-hydroscopic 
ink. The ink, it is claimed, drys readily and resists 
smearing and off-setting. 























QUISTANDING 


PACKAGING MACHINES 





ens Feeeagee MILLER MODEL MPS 
of Many Sizes in Plain or 
HEAVY DUTY WRAPPING MACHINE 


Printed Wrappers* 


* Heat sealing or glue sealing 


The new Model MPS Wrapping Machine wraps and _ identifies 
packages at little cost. It uses printed wrappers from the roll or 
attaches printed bands to the wrappers with a new Ad-Seal-It 


banding device. 


The Model MPS guarantees extra savings. It wraps more sizes 
using heat, glue, or solvent sealed wrappers from the roll. It uses 
clear or printed wrappers, or attaches bands. It wraps single 


packages or bundles several. 


The Model MPS saves labor, speeds production, improves package 
appearance, cuts material costs. Built for long hard service, the 


MPS belongs in your wrapping department. 





CORLEY-MILLER SW SPEED WRAP Cuts and Delivers 


Pre-Glued Sheets, Plain or 


MOTOR DRIVEN SHEETER and GLUER Printed, for Speedy Wrapping 


seme 


The CORLEY-MILLER Speed-Wrap cuts and delivers pre-glued sheets 
of Cellophane or other papers from the roll, ready for speedy wrap- 
ping, banding, or bundling. The Speed-Wrap supplies from one 
to ten operators with prepared sheets. It can be furnished to cut 
printed rolls with perfect accuracy. 


The Speed-Wrap does away with extra motions. There are no 
sheets to separate, no glue brushes to handle. Gummed tape is 
eliminated. Use of roll Cellophane or paper stock reduces inven- 
tory. The Miller Speed-Wrap cuts hand wrapping costs to an abso- 
lute minimum. 


PROFIT by writing! 





VY) 
a WRAPPING & SEALING MACHINE CO. 14 South Clinton Street e CHICAGO 
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DISPENSING CLOSURES 

The Food Dispenser Co. has developed two new dis- 
pensing closure devices of unusual construction. One 
is designed for the table dispensing of mustard and 
similar thick, viscous condiments. The device consists 
of a glass cylinder with a tapered bottom which closes 
down to a small orifice at its lowermost part. A ring 
type plastic closure threads on to the top of the cylinder 
and holds in position a rubber disk equipped with a 
small pushing knob at its center. The user lifts the 





The mustard dispenser (top) as it appears in its plastic holder 
on the table and the sales package in which it reaches the 
market. Bottom: The syrup dispenser likewise has a 
plastic container in which it is placed when not in use. 


unit from a plastic holding device—used to keep it in 
erect position on the table—and uses the forefinger to 
depress the rubber disk. Pressure upon the disk causes 
the ejection of a small quantity of the contents through 
the hole at the bottom of the cylinder. The disk springs 
back into place as soon as pressure is removed, drawing 
in sufficient air, to replace the expelled product, through 
a small hole situated at the center of the depressing 
button. Thus the device is instantly ready for a second 





expulsion of product by the user. 

The company has also developed a dripless server for 
syrups and similar fluids. Here a ball shaped bottle is 
utilized, topped by a metal closure formed integral with 
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the handle. A plunger extends through the closure and 
through the center of the bottle to a second closure 
situated at the bottom of the device. When in resting 
position, this plunger effectively seals a small hole 
located at the center of the bottom closure. Pressure 
on a lever located near the handle raises the plunger and 
thus permits the syrup to flow through the lower closure. 
The user is thus able to direct the flow of syrup to any 
desired point. Release of the lever causes immediate 
closing of the lower orifice and thus cuts off the flow of 
syrup completely. The unit is likewise provided with 
a molded plastic holding device into which it is placed 
when not in use. 

Among the advantages claimed for both units are 
complete sanitation for the product and the prevention 
of drying up or thickening of the contents due to excess 
exposure to air. The units are easy to fill, clean to 
handle and simple to wash. They are available as 
premiums and for use by manufacturers of table products 
of types for which such devices have logical application. 


ALL-PURPOSE LABEL ADHESIVE 


Grip-Tite label paste has been placed upon the market, 
as an all-purpose labeling adhesive, by Paisley Products, 
Inc. The material, it is claimed, will provide ready and 
permanent adhesion for labels to plain, lacquered or 
lithographed surfaces of tin, iron, copper, brass, lead, 
aluminum, stainless steel, plastics, hard rubber, tile, 
leather, wood, porcelain, glassware, etc. The product 
is available in 1-, 5-, 30- and 5o-gal. sizes. 


“TELEVISION” CANISTERS 


Geo. V. Clark Co., Inc., Long Island City, N. Y., an- 
nounces the development of a new type of tin container, 
namely, one which incorporates a cellulose acetate win- 
dow which permits a view of the contents which are 
packaged within. 

The container is claimed to possess the qualities found 
in a regular tin can—strength, durability and moisture 
resistance. In addition to the container’s value in the 
store where consumers can see the products they are pur- 
chasing, the canister finds re-use in the home since it can 
be used for various food items, stocked on the pantry 
shelf, after the original contents have been consumed. 
The body of the container is white while the top and 
bottom are black. 


A 


o 





The cellulose acetate windows incorporated in these tin 
containers permits a clear view of the contents packaged. 
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IT’S NEW Sa$ SPICE PACKAGING 








McLaughlin, Gormley, 
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S & S Carton Filling and Sealing Equipment for 
Whole Spices, etc. 





When new spice filling and packaging machinery was 
recently installed in the plant of McLaughlin, Gormley, 
King Co., Stokes & Smith Equipment was the choice. 








The results have been more accurate weights, clean 
tightly sealed packages and maximum production with 
minimum floor space. 


In addition to spices, S&S Equipment is widely used for 
all kinds of food, drug, chemical and toilet products. 


There is almost sure to be some type of S&S Automatic 
or Semi-Automatic Packaging Machinery that will cut 
your packaging costs, speed your production. 


A sample of your products will bring full details of 
what S&S Equipment can do in your plant. Write today. 


STOK EXSS)MITH © 


PACKAGING MACHINERY PAPER BOX MACHINERY 


Frankford, Philadelphia, U.S. A. 






S&S Universal Filling Machine With Can Crimping 
and Labeling Machines for Ground Spices. 
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A kraft paper bag lined with Pliofilm provides 
a moisture-proof container for Dry Diamalt. 


PLIOFILM LINED BAG 


To provide a completely moisture-proof container for 
its Dry Diamalt, Standard Brands, Inc., is now using a 
kraft paper bag lined with Pliofilm. The bag is formed 
by heat sealing along its side walls and is heat sealed at 
the top after filling. Consumers and the bakery trades 
open the container by tearing the heat-sealed top just 


prior to use. 


A metal slide top and a paper sanitary seal are utilized on 
this fibre can to achieve sanitation and ease of opening. 


SLIDE TOP FIBRE CAN 


The Cordiano Can Co., Inc., has developed a new type 
of fibre can, incorporating a metal slide top and a paper 
sanitary seal. The top slides on metal ways seamed to 
the fibre body of the can and thus achieves a positive 
locking and sliding action. The metal ways impart 
tigidity to the can and, at the same time, permit the 
insertion of a sanitary paper seal. 

The can, so equipped, is filled from the bottom and a 
metal bottom then seamed on. The seal insures a sift- 
proof closure and, at the same time, prevents substitu- 
tion, sampling and spilling of the product. The slide 
top eliminates the need for pouring spouts and permits 
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of one hand opening and closing of the container. At 
the same time, it is claimed for the new container that 
greater consumer convenience is achieved since the top 
cannot be mislaid or lost. Opening is easily achieved 
and the danger of cut fingers, present when certain types 
of telescoping containers are used, is eliminated. 


DECORATED STOCK CONTAINERS 


The Owens-Illinois Glass Co., Toledo, Ohio, announces 
the development of a new line of general purpose food 
containers, known as O-I Ovals. The containers are 
claimed to offer a substantial reduction in weight, thus 
affording savings in freight and handling costs. Fluted 
decorations along the sides and the base of the container 
offer eye appeal, yet permitting a large label space. 
The stable base and vertical sides assure against top- 
pling over on filling lines. A further advantage claimed 
for the new container is the smallest practical finish to 
permit further economy on closures. 


TRANSPARENT CYLINDER PACKAGE 


A new cylindrical transparent package, known as 
‘“Cel-O-Can,’’ has been announced by Milprint, Inc. 
The package is designed to permit the use of a printed 
cellophane jacket, providing visibility on all sides. An 
inner construction of cardboard in the form of a top and 
bottom ring provides the necessary framework for rigid- 
ity required by such products as rice, beans, cereals, etc. 
Pre-fabricated units are supplied from the factory and 
assembled on the simple machine here shown. Thus 
“blanks”’ or printed and partially fabricated packages 
can be shipped in the flat at substantial freight savings 
and erected just prior to use, minimizing storage and 
space requirements. 

The containers employ a novel top closure in the form 
of a cellulose tie string which permits easy opening and 
an effective re-seal. 


Right: The ‘“Cel-O-Can’’ as utilized by the Maurice Lenell 
Co. for its butter cookies. Note how the tie string 
closure is used as a means of attachment for an advertis- 
ing circular. Left: The ‘““Cel-O-Can”’ assembling machine. 
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| aa at ALL CASE SEALED ON 
ne 27 eZ » STANDARD -KNAPP 
EQUIPMENT! 


The big names—the dependable names—of the drug 
field demand equipment that is commensurate with 
their own unblemished reputations. That is why so 
many drug manufacturers turn to STANDARD-KNAPP 


case sealers for more efficient, dependable perform 
ance, lower maintenance costs, longer service 


The reason? Simple design . . . painstaking workman 
ship ... rugged construction make STANDARD- 
KNAPP better machines . . : the standard where case 
sealers are used. 


Write for information. Let us prove to you how 
STANDARD-KNAPP case sealers can provide sav 
ings now!! 








STANDARD-KNAPP CORPORATION 


MANUFACTURERS OF CASE SEALING, CASE PACKAGING, AND CAN LABELING MACHINES 


43-27 32nd PL.. 208 W. Washington Street 1001 Society for Sav. Bldg. 909 Western Ave. 
LONG ISLAND CITY, N. Y. Oi 1O7 NC1@) . CLEVELAND SEATTLE 
420 S. San Pedro St. 300 Seventh Street 315 South West Pine Street Windsor House, Victoria St. 


Oh WN Nel au =) SAN FRANCISCO PORTLAND, OREGON LONDON, ENGLAND 








Plants and Persona 


NEWS 


THE PACKAGING MACHINERY MANUFACTURERS 
institute, New York, N. Y., held its sixth an- 
nual meeting November 16 at the Westchester Country 
Club, Rye, N. Y. Officers re-elected were: President, H. 
H. Leonard, Consolidated Packaging Machinery Corp.; 
first vice president, Wallace D. Kimball, Standard- 
Knapp Corp.; vice president, Morehead Patterson, 
American Machine and Foundry Co.;_ secretary-trea- 
surer, Helen L. Stratton. Directors elected to serve for a 
three year term were: Morehead Patterson, American 
Machine and Foundry Co.; G. Prescott Fuller, Dexter 
Folder Co.; Carl H. Lambelet, New Jersey Machine Co. 


JOSEPH P. THOMAS has been elected president of The 
United States Printing & Lithograph Co., Cincinnati, 
Ohio, succeeding the late Arthur R. Morgan. Mr. 
Thomas joined the company in 1929 when the Theodore 
A. Schmidt Lithographing Co., Chicago, Ill., was ab- 
sorbed by The United States Printing & Lithograph Co. 
He was secretary-treasurer of the Chicago company 
and continued with the Schmidt division until May of 
1937 when he was named manager of the western division 
with headquarters in Cincinnati. Mr. Thomas became 
vice president of the company early this year and later 
was named general manager. 

The directors of the company named William R. 
Ottman, New York, N. Y., executive vice president, as 
chairman of the board. John Omwake was chosen 
honorary chairman. Three new vice presidents were 
elected: Harry Langeluttig, Baltimore, Md., Waldo E. 
May, St. Charles, Ill., and W. H. Walters, Brooklyn, 
N.Y. They will continue as divisional managers in 
their respective territories. §$. G. Anspach, Jr., will 
continue as comptroller in addition to assuming his 
new duties as secretary. 


THE HINDE & DAUCH PAPER CO., Sandusky, Ohio, 
announce plans for the erection of a corrugated box fac- 
tory in Detroit, Mich. It is expected that the plant will 
be in operation on or about April 15, 1939. Mr. Charles 
U. Harvey, who has represented The Hinde & Dauch 
Paper Co. in the city of Detroit for over 15 years, will be 
in charge as district manager for Michigan. 


EVERETT W. KING, associated with the Lorscheider- 
Schang Co. as director of design and sales for the past 15 
years, has severed his connection with that organization 
to open his own package creating agency. Mr. King 1s 
temporarily located at 285 Madison Avenue, New York. 
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ABRAHAM 
HERMAN 





MEMBERS OF THE SET-UP PAPER BOX, folding car- 
ton and corrugated container industries will sponsor a 
testimonial dinner for Abraham Herman at the Hotel 
Astor, New York, N. Y., on the evening of January 1o, 
1939. By that time, Mr. Herman, who is secretary of 
the Moon & Herman Hat Box Co., Inc., New York, 
N. Y., and the National Container Corp., Long Island 
City, N. Y., will have completed 4o active years in the 


box and container industries. 


THE PRODUCTION MANAGERS’ ASSN., New York, 
N. Y., with a membership of some 70 production execu- 
tives in packaging plants, proposed affiliation with the 
Packaging Machinery Manufacturers Institute at a recent 
meeting. Committees of both bodies have been ap- 
pointed to consider possibilities for the consummation 
of such a move. 


CONTINENTAL CAN CO., INC., New York, N. Y., 
has announced the acquisition, through a Pennsylvania 
subsidiary, of property in Oil City, Pa., consisting of 
7'/. acres, on which will be constructed a modern can 
manufacturing plant and warehouse. Production will 


consist primarily of refinery sealed oil cans. 


THE ARMSTRONG CORK CO., Lancaster, Pa., has 
changed the name of its house publication from ‘‘Modern 
Closures’’ to ‘‘Current Packaging."’ Issued monthly, the 
revised publication will cover news and developments in 
the glass packaging as well as in the closure field. 

















o BUYERS OF 
ADVERTISING SPACE 


F you buy advertising space today, you have one tremen- 


dous advantage over advertisers of twenty-five years ago. 


Before 1914, men would have given an eye-tooth for the 
vital information on circulation which you can have for the 
asking —in A.B.C. reports. These reports give complete, 
authoritative facts to guide your buying and to make your 
advertising more effective. 

A.B.C. reports reveal and analyze NET PAID CIRCULATION—the 
true measure of advertising value. A.B.C. reports answer these three 
vital questions about circulation: how much is there? where is it? how 
was it obtained? The answers give verified information on quantity, 
and an important index on quality of circulation. 

Don’t fail to make use of this great advantage. Before you buy space 
in this or any other publication, get the A.B.C. report. Study it. Deter- 
mine how the circulation meets your requirements. Then buy with 


the knowledge that you are buying wisely and effectively. 


Our circulation is fully audited in our latest A.B.C. report. We are 


proud of this report and will be glad to give you a copy 
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Publication 
122 E. 42nd ST. NEW YORK, N. Y. 








A.B.C.= Audit Bureau of Circulations= FACTS as a yardstick of advertising value 
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FOR YOUR 





Unless otherwise indicated, copies of catalogs, booklets, 
etc., mentioned in this department may be obtained with- 
out charge by writing to the sponsoring company at the 
address given. 


PLASKON CO., INC., Toledo, Ohio, has issued a book- 
let entitled “Molded Color’’ which traces the history of 
Plaskon from its birth in 1928 to its present day develop- 
ment and uses. The publication is generously illustrated 
with photographs of products made of the plastic ma- 
terial and there is included a list of the physical proper- 


ties of Plaskon. 


THE CONTINENTAL CAN CO., New York, N. Y., has 
published a handsome booklet of representative package 
designs called ‘Color Commands Attention for Success- 
ful Packages,’’ this being the fourth annual edition. 
This booklet features the use of color in modern packag- 
ing. Some 8o label design ideas are shown for standard 
products packaged in tin and includes suggestions for 
other products which have never before been packaged 


in a metal container. 


THE WHITE CAP CO., Chicago, IIl., has issued a new 
brochure on vapor-vacuum caps and ‘‘vapor-vacuum”’ 
sealing. The different types of caps are illustrated and 
described and the advantages to be secured from *‘vapor- 
vacuum” sealing is detailed, full information on the 


machine units being given. 


THE SUDBURY IMPORT CO., INC., New York, N. Y., 
has published its 1937-38 catalog on imported perfume 
bottles and fancy vials. The booklet illustrates various 
types of fancy perfume bottles and vials, giving the 


capacity of each container. 


UNDER THE TITLE “‘Inside Story of Certified Fabrica- 
tion,’ the Container Corporation of America presents an 
elaborately illustrated booklet, detailing its material 
testing methods used in the scientific control of corru- 
gated shipping case quality. The term ‘‘certified fabri- 
cation’’ is used by the Container Corporation of America 
to denote a policy under which every corrugated shipping 
container of its manufacture is certified for uniform 
quality by a complete system of laboratory control. 

In the text of the booklet, the thesis is developed that 
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no single precision testing instrument is sufficient to dis- 
close the hidden faults in a defective corrugated board or 
in a container made in a defective manner. The com- 
pany, therefore, utilizes a complete series of laboratory 
testing instruments to determine moisture content, mate- 








1. The Riehle tester measures rigidity or the 
force required to crush the board specimen. Q. 
The Densometer measures porosity by the passage 
of 100 cc. of air through a square inch of the 
specimen at constant pressure. From the booklet 
“Inside Story of Certified Fabrication.’’ Photos 
courtesy Container Corporation of America. 


rial thickness, tensile strength, basis weight, rigidity, 
crush resistance, porosity and tear resistance. 

With an extremely generous use of photography, this 
little volume represents an extremely interesting exposi- 
tion of the most modern and advanced methods of ma- 
terial testing in the shipping container field. 
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YOUR IMMEDIATE ATTENTION IS CALLED TO THIS NEW 
No. 17 IMPROVED AUTOMATIC TUBE FILLING, CLOSING 
AND CRIMPING MACHINE for SEALING COLLAPSIBLE TUBES. 


TYPE “A” for PASTE. “B” for POWDERS. “C” for LIQUIDS 
The famous COLTON CLOSURE machine has been greatly improved and simplified. 


It now offers you these new advantages: 
. Motor is underneath, out of the way. 
. Equipped with REEVES drive for speed control. 
. New design filling head gives a positive free smooth action of nozzle. 
. Start and stop push button switch. 
. Two hand levers. One for starting the machine proper. One for stopping and start- 
ing filling mechanism. 





No. 17-A. Improved 

Automatic Tube Fill- 

ing, Closing and 
Crimping Machine 





All of these improvements—yet no increase in price. Write 
today for a sample tube and full information on this machine. 


ARTHUR COLTON CO. 


2602 JEFFERSON AVE., EAST Electric Drive Stining Device as shown is 





recommended for materials that do not flow 
DETROIT MICHIGAN readily in our standard hopper. 


CAPEM 


“for that last fraction of profit” 


NO) Be) 
FEEDS 
APPLIES 
ALL TYPES OF CAPS 


1e) CAPPER 


9g out of 10 items in your medicine cabi- 


net or your pantry shelves are Capem Sealed. 
The answer is Economy plus Dependability. 


CONSOLIDATED PACKAGING MCHY. CO. 


1400 WEST AVE. BUFFALO, N. Y. 
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APPLIED TIME AND MOTION STUDY by Walter 
G. Holmes (Published by The Ronald Press Co., New 
York, N. Y., $3.75). The author, time study engineer 
for the Detroit Timken Axle Co. and for many years 
engaged in time and motion studies in the automobile 
industry, has here placed together in detailed and prac- 
tical form a whole body of data developed through the 
last 20 years by practical researches in this field. As a 
result, the volume should prove of tremendous value to 
both “‘amateur’’ and professional time study engineers. 

To the ‘‘amateur,”’ the book should provide a sort of 
red signal stop light, warning him against rashly enter- 
ing into experiments in a highly technical field where 
mistakes in judgment can frequently cost large sums 
and cause unnecessary disturbances. 

To the professional, the volume brings a vast mass of 
data, a great deal of which he will no doubt already be 
acquainted with, but all of which will prove valuable 
as reference material. 

Much of the content represents material published 
now for the first time and reflects the vast improve- 
ments that have been made in time and motion methods 
in the past few years—improvements which make pos- 
sible their application to a much wider range of busi- 
nesses and problems than was formerly thought prac- 
tical. Particularly interesting is the section providing 
the exact times required for performing all elementary 
motions to four decimal places. These times, based on 
more than 1000 observations each, have stood the acid 
test of over three years of shop practice. 


COLOR AND COLORS by Matthew Luckiesh (Pub- 
lished by D. Van Nostrand Co., Inc., New York, N. Y., 
$3.00). Dr. Luckiesh is director of the lighting research 
laboratory of the General Electric Co. One might 
expect his treatise on color, therefore, to be a conven- 
tional, mechanical—not to say mathematical—treatise, 
replete with incomprehensible color charts. Instead, 
the work views its subject from the standpoint of its 
ultimate effect in human responses. It approaches the 
field from a dozen different directions—ranging from the 
complexity of color itself to its interpretation, appre- 
ciation and practical application—then integrates them 
into a clear-cut, unified understanding. 

To the practical industrial designer or the business 
man confronted with problems relating to the use of 
color in packaging and in display, it might seem that a 
volume treating of the aesthetic and psychological 
realms of color would prove of little value. On the 
contrary, the subject is handled with such skill and so 
thorough-going and comprehensive is Dr. Luckiesh’s 
knowledge of his field that the volume should prove of 
decided value to even those who seek naught but the 
practical from such a book. 


CONSUMERS AND THE MARKET by Margaret G. 
Reid (Published by F. S$. Crofts & Co., New York, N. Y., 
$3.75). Dr. Reid, who is associate professor of eco- 
nomics at Iowa State College, has here made a thorough- 
going and extremely detailed study of the consumer 
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movement to date. The book is in many respects an 
encyclopedia of the ways in which consumers are fooled 
or fool themselves as to quality, value and price. 

While the thoroughness of Dr. Reid's study is ex- 
tremely impressive to those not completely acquainted 
with the subjects with which she deals, an examination 
of the section devoted to packaging discloses a lack of 
knowledge and understanding of the functions of pack- 
aging and a bias in respect to many packaging practices. 
The reader is led to suspect the possibility that other 
sections of the volume may disclose, to those equally 
well acquainted with the specialized fields with which 
Dr. Reid deals, similar failings and inaccuracies. 

Dr. Reid seems to view packaging as primarily a device 
for raising costs. This view she supports by a few iso- 
lated instances in which elaborate packages, introduced 
for previously unpackaged products, result in substantial 
price increases to the consumer. She passes with a mere 
mention, many of the other functions of packaging and 
succeeds in completely overlooking a number of the 
functions through which the package serves the con- 
sumers’ interest. Certainly any volume which succeeds 
in overlooking the extremely valuable contribution of 
the package as a means of sanitation and health preserva- 
tion cannot be thought of as presenting any complete 
picture of the position of packaging in relation to the 
consumers’ interest. The fault, of course, lies only in 
part with Dr. Reid and, perhaps, in larger measure may 
be placed at the feet of package producers and the mar- 
keters of packaged goods, who, in their advertising 
and educational efforts, have obviously not sufficiently 
propagated this point of view and disseminated the 
factual data which would support it. 





NOT TOO MUCH ‘‘FAMILY”’ 


(Continued from page 27) 





predominating color shade in the women’s line, tan and 
brown being the outstanding color scheme in the men’s 
line. The flexibility of color treatment on the labels 
not only achieves effective display values, but enables 
salesclerks to quickly identify one cream from another. 

Bottles are of a square type. Seen from the side, an 
impression of depth is achieved, while the border in bas 
relief identifies the container as a Woodbury product and, 
at the same time, prevents counterfeiting. White molded 
closures are utilized on the women’s toiletry bottles and 
black molded closures are used on the men’s. Jars are 
topped with white metal caps. 

Credit: Closures molded by Kurz-Kasch, Inc., and 
Anchor Cap & Closure Corp. Metal caps by the Alu- 
minum Seal Co. Collapsible tubes for men's line by 
A. H. Wirz, Inc. Tubes for women’s line by the Wheel- 
ing Stamping Co. Bottles and jars by the Carr-Lowrey 
Glass Co. Cartons by the Richardson Taylor-Globe 
Corp. Talc containers by National Can Corp. 
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Foil Embosser and Laminator 


Machine particularly designed for embossing foils as 
well as laminating foil with any type of paper. Glue- 
ing device and slitter head built into machine if re- 
quired. Also combined with waxing unit to permit 
waxing, and embossing or waxing and laminating foils 
in single operation. 


Write for our folder on Embossing Equipment of all types. 


HUDSON-SHARP MACHINE CO. 
Green Bay, Wis. 
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NO MORE WASTE IN CUTTING 
TO PRINTED REGISTER 





DEPENDABLE ACCURACIES IN “SPOT SHEET- 
ING” ARE NOW ASSURED THROUGH THE 
NEW BECK 
DIFFERENTIAL CUT-REGISTER CONTROL UNIT 


For cutting to register, printed wraps, labels, etc. This unit is to 


| be had on Beck Sheeters controlled either by hand or ELECTRIC 
| EYE. 


| 13th & Callowhill Sts. 


AMBITIOUS Young Fellow? 


* 
We 
can think 
of several 
thoughtful chaps 
always on the look- 
out for bright ideas for 
their Company or ee 


GIVE HIM A GIFT OF MODERN 
PACKAGING MAGAZINE FOR 
CHRISTMAS! 


Many a happy evening he'll spend, delving 
into each month’s newest ideas in Packaging and 
Displays! Asa gift, he'll prefer it any time to Collected 
Works of Shakespeare, or more Handerchiefs. 


After a years’s fireside enjoyment, he is going to show more 
knowledge and practicality than ever seemed possible. 


And we'll bet a hat that he'll get several grand Sales Ideas. 


That alone will be worth to you many times the annual sub- 


scription of $5.00 in the United States, $7.00 in Canada. 





MODERN PACKAGING 


CHANIN BUILDING, 122 E, 42nd STREET, NEW YORK, N. Y. 





CHARLES BECK MACHINE COMPANY 
Philadelphia, Pa. 


DW ffers 
, ... POOF 


Veiriling 
Machincey . 
SS 
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of these Mitlods 


Plant: 461 Hamilton Avenue, Brooklyn, N. Y. 
New York Office: 111 Fifth Avenue 
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DESIGN FROM DOWN UNDER 


Continued from page 42) 





English house. Both gift packages are equipped with 
carrying cords. 

Textile packaging—if the package in this collection 
provides any criterion—has achieved a very high level 
of development in Australia. A self-locking, two-piece 
telescoping carton is utilized with attractive surface 
decoration in multi-color, poster effect. 

In general, it may be said that Australian designers 
have avoided much of the ugliness and amateurishness 
which some American designers have, at times, sold as 
‘‘modernism,’’ while by their intelligent use of color, 
the Australian designers have achieved a high degree of 


eye appeal without sacrifice of good taste. 





DIFFERENT DESIGNS FOR DIF 


‘Continued from page 52 





ticularly calls attention to the important point in using 
Dif cleaner, namely, that it should be used in pinches. 

Because it was found that the cleaner cartons were 
often stacked or displayed in the store on their backs 
with only the bottom panel showing, it was felt neces- 
sary to tell a little about what Dif would do in addition 
to simply stating the product name, which was the only 
function performed by the old design. The new design 
states definitely, ‘Dif washes double quick.”’ 

It was a comparatively easy matter to redesign the 
Dif hand cleaner and metal polish container after the 
basic design unit had been developed. It was decided 
not to change the hand cleaner package too radically 
since its basic design was good. Therefore the sound 
elements were retained, eliminating those which de- 
creased the package's effectiveness. The top and bottom 
borders were eliminated, thus giving the package an 
appearance of greater height and the old slow reading 
“Dif” and “hand cleaner’’ were brought up into a bull's 
eve so that they could be read simultaneously. Of 
course, the new standard Dif identifying symbol was 
included in the design. 

The rear panel of the old package carried a somewhat 
similar design as that appearing on the front face of the 
container. This has been eliminated in the new package 
and the space utilized for directions, suggestions for other 
uses and cross selling of the other Dif products. These 
directions have been made more legible in contrast to 
the directions on the old package which were in small 
type on the sides of the package. 

The most radical change in the Dif designs was in- 
volved in the redesigning of the metal polish package. 
As on the other two, use was made of the standard Dif 
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unit—the red dot taking prominent position on the 
label design. A striking color scheme was adopted to 
contrast with the creamy color of the polish. 

It was, of course, then a relatively simple matter to 
adapt the basic design to the shipping containers, letter- 
heads and various promotional pieces used by the com- 
pany—thus unifying all of the Dif products for added 


attention and sales value. 

Credit: Dif cleaner carton by Robert Gair Co., Inc., 
hand cleaner can by General Carton Corp., corrugated 
shipping container by Agar Manufacturing Co. 





REDESIGNED PRIVATE BRANDS 


(Continued from page 30) 





The company had, for several vears, marketed a lim- 
ited quantity of soap chips in a seal-end carton with an 
overall bubble design, in white and light green. This 
was now replaced by two new containers for soap grains 
and soap flakes which use a color scheme of black, red 
and white. The conventionalized Gimbel lettering and 
the horizontal panel idea were carried over from the 
drug line and are, in fact, being utilized on all private 
brand packages. No other attempt at similarity was 
made however, since it was felt that it would be desir- 
able, both from a stock maintenance viewpoint and from 
that of appearance in the various store departments, to 
change color schemes from line to line. 

Thus the color scheme utilized on the household soaps 
is likewise carried over to the round can labels of the 
house paint line and to the rectangular lithographed 
cans of the liquid wax lines. 

Toilet tissues were provided with new wraps essen- 
tially similar in design to the drug items but using differ- 
ent color schemes to identify different grades within the 
brand range. Cosmetic items, such as skin creams, were 
packed in white opal jars with green metal closures and 
with transparent labels utilizing the white of the jar 
itself as background. 

The new line boasts no unusual elegance, nor was such 
a treatment desired when the original plan was laid out 
It was recognized that packages would be supplied from 
various sources and that simplicity in design would aid 
in maintaining a general uniformity of appearance. The 
merchandising set-up behind a department store private 
brand likewise made simplicity and the absence of frills 
a desirable quality and, in fact, an actual selling point. 
Items in all these lines are usually sold at prices some- 
what lower than those of national brands and hence are 
sold to individuals who expect the merchandise to evi- 
dence some economies. They prefer to find this evi- 
dence on the package rather than on the product. 

Most of the items have been on store shelves in the 
four Gimbel cities for too short a time to permit of com- 
parison with sales of corresponding months of the pre- 
vious year. But the experiment has been carried far 
enough to permit the company to report a very substan- 
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tial increase in sales volume on this private brand line 
over that formerly experienced. In part, this increase in 
volume is ascribed to a renewed interest on the part of 
department heads aroused by the new design and by its 
centralized direction and promotion. In part, the sales 
increase is credited to the modernized appearance of the 
packages and to their adaptation to display under the 
specialized conditions which they meet in the various 


selling departments. 





INEXPENSIVE FIRE EXTINGUISHER 


(Continued from page 44) 





so constructed as to hold the tube in a cavity conform- 
ing to the tube in size and contour, thus affording a 
snug “‘cradle’’ for the tube which is placed in one- 
half section and is held firmly in position by means of a 
die-cut card stitched to the molded container. Though 
the card serves to further guard against shifting dur- 
ing transit, it is primarily intended as a means of 
hanging the tube, in its molding, on the wall for 
prompt use when necessary. The card likewise provides 
instructions for use. 

When the fire extinguisher is to be used, the bottom 
flap of the card is simply torn down through perforated 
lines, with the result that the tube comes out of the 
pulp molding immediately. The small pin on the head 
of the tube is then broken off by bending back and 
forth two or three times and hand pressure on the tube 
will play a stream on a fire 20 ft. away. This stream 
will last for about a minute and can be directed at the 
base of the flame so that the fire can be readily controlled. 

The molded pulp holder further serves advantageously 
as a shipping container for the Quixy extinguisher in 
that it is capable of absorbing 20 per cent more liquid 
than the total contents of the tube, thus complying with 
postal regulations and requiring no additional packing. 
The fact that the container is light in weight is, of 
course, an added advantage since shipping costs are thus 
held to a minimum. 

A paperboard sleeve is slipped over the two molded 
pulp sections to hold them firmly together. The sleeve 
likewise provides a means of telling what the product is, 
how it is used and incorporates a colorful design to spot 
attention in the store. 

The product is being marketed through oil stations, 
hardware stores, house-to-house organizations and simi- 
lar outlets. Since the package is simple, easy to use, 
leak-proof and sold at a moderate price, there obviously 
should exist a wide market in a field which has never 
before been adequately covered by fire extinguishers of 
this particular type. 

Credit: Tube manufactured and designed by the Sun 
Tube Corp. Shipping package designed by Harold 
Bowman of Quixy, Inc. Paperboard sleeve and die-cut 
card by Display & Advertising Service. Product name 
registered and patents cover construction of tube. 








It’s not a matter of subtle color-appeal .. . nor of 
one type face as against another... it’s nota 
matter of trivia when Mrs. Housewife examines 
the product with the Federal sprayer. It’s a 
matter of a product that’s easier used . . . more 
economically used . . . and an end to mess and 
trouble. 


She tries the handy, foolproof device. . . It takes 
immediate hold on her practical feminine 
sense ...and she buys!! 


It’s a thing that happens time after time. It’s 
one reason why sales have rocketed so high for 
Shell Glass Kleanzit, and many other products 
that are liquids or semi-liquids. 


And yet Federal sprayers are amazingly low in 
cost. Federal’s great output, specialized ma- 
chinery, largest plant of its kind, assures low 
production costs... which are passed on to you. 
Write for full information. Or send one of your 
packages. Our engineers will send it back 
promptly with the ideal sprayer for it. 


FEDERAL TOOL CORPORATION 


Specialty Division 


400 North Leavitt Street, Chicago, Ill. 
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COUNTRY STORES ARE GROWING UP 


(Continued from page 31) 





capitalize, by modern methods, on the natural interests 
of the modern farm operator. 

Nonetheless, the vast majority of packagers whose 
products reach farm markets have either entirely ignored 
these recent changes or have met them by the simple de- 
vice of merely extending packages, displays and market- 
ing methods designed for large cities to their different 
rural sales agencies. 

The latter method is, perhaps, as bad an alternative as 
the former, for while rural marketing methods have 
changed, rural conditions still differ in certain essentials 
from those of the large cities and packagers might well 
consider whether the product or display which is admir- 
able from every point of view for the large New York or 
Chicago market is equally convenient and appealing in 
a town of 2500 population. 

One difficulty which has perhaps served to hold back 
many package and display changes in the farm field has 
been the lack of essential data on retail distribution in 
small town stores. This lack has now been met, in great 
part, by the Federal Bureau of the Census which has, 
thanks to funds supplied by the Division of Commercial 
Research of The Curtis Publishing Co., developed a 
breakdown of its previously available figures on retail 
store sizes to disclose the location of stores of various 
sizes in towns and cities of varying population. 

The Census of Business had previously provided two 
sets of figures: (1) the total annual volume of business 
passing through retail stores of various sizes and (2) 
the total annual volume of retail sales made in towns of 
various sizes. 

The new figures, however, represent a further break- 
down and show the number, size and sales volume of 
grocery stores and combination grocery and meat stores 
in towns of various sizes, based on the 1935 Census of 
Distribution. ‘‘Grocery store sales were selected for 
analysis,’ the Curtis report states, ‘“because such stores 
saturate all classes of neighborhoods and all types of 
communities to a greater degree than any other class of 
retailers. Thus the figures on grocery store sales permit 
an inference as to the relative value of smaller towns as 
consumption markets for other types of mass consump- 
tion merchandise.”’ 

The newly available figures disclose a number of inter- 
esting highlights. For instance: 


That more than one-third of all stores doing an annual 
volume of $50,000 and over are located in towns of less 
than 10,000 population. 

Two-thirds of the $50,000 and over stores are in towns 
of less than 100,000 population. 

There are more $50,000 and over stores in towns of 
less than 10,000 than in all the cities of 100,000 popula- 
tion and over. 
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While, of course, the small town and rural small store 
still exists in very substantial number, it is worth noting 
in the accompanying table the surprisingly high propor- 
tion of large stores with sales ranging from $20,000 a 
year to upwards of $50,000 which exist in the small 
towns and the surprisingly large volume of business 
which these stores handle. Today they obviously con- 
trol, by far, the major portion of all rural marketing and, 
if size of store or annual volume of sales can be taken as 
any indication of the existence of modern business meth- 
ods, it is obvious that a very substantial portion of those 
goods sold in the rural markets is today sold under condi- 
tions fully comparable to the best merchandising condi- 
tions of the large cities. While the marketer must ex- 
pect to find backwoods stores in the backwoods, he must 
likewise expect and allow for the existence of backward 
stores in backward city areas and he thus finds both rural 
and city markets exhibiting a very high degree of simi- 
larity in respect to marketing practices—a degree of 
similarity which did not heretofore exist. 

The marketer who acknowledges this change is in a 
position to plan his displays, his packages and his pro- 
motions of products interesting the rural markets on a 
very high merchandising level. He may count upon 
modernized dealer cooperation just as much in a small 
town as he may ina large. True, indeed, he must allow 
for the peculiarities of the small town market to precisely 
the same extent as he allows for regional peculiarities, 
racial peculiarities and other known differences which 
exist as between one city market and another. But, if 
he accepts the full implication of these recently developed 
figures, he will obviously train different guns and utilize 
different methods on the farm and rural markets than he 
has ever used before. 














EXCITING NEWS FOR BABY 


‘Continued from page 50) 





may be used with, a listing of the six available flavors and 
the statement as to consulting the physician on when to 
start feeding Cradle Baby jams. It likewise affords a 
means of keeping the contents out of sight. Usual pro- 
cedure for jam jars is to expose the product in order that 
it may be its own visual selling job. Here, in order to 
further create an atmosphere of difference, the label does 
the selling job, the product is kept unexposed. This 
tends, furthermore, to give the jar a more pleasing 
appearance in the pantry when part of the contents have 
been consumed. 

To further increase the selling job that the label is to 
achieve in the store, a full color illustration of three 
healthy infants happily at play appears on the front face 
of the label. 

Credit: Jars by the Anchor Hocking Glass Corp., 
closures by the White Cap Co. 
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CLEAR AS GLASS— 


Good Looking... 












and they don’t BREAK’! 


Those are dollar-saving, 
sales-building qualities 
you get when you give 
your merchandise full 
protection with 


COLORFUL 
LABELED-WHEN-MADE 





SPECIALTIES — VIALS — CONTAINERS 


HYGIENIC TUBE & CONTAINER CO. 


44 Ave. L, Newark, N. J. 


CONTAINERS oh SPECIALTIES 


VIALS 














TOYS ONE OF 77 INDUSTRIES 
profiting by 


METAL EDGE PACKAGING 


4 


ogg? Hardware ... and hats. Mechanical 


< ‘~> packings... and biscuits. Explosives 
ne, f . and toys. How come so many 
/ | different kinds of businesses are en- 
‘#} thusiastic about Metal Edge packag- 
ing? The answer, of course, is that Metal Edge 
pays in so many different ways— both as an 
exceptionally strong and good-looking box to 
support merchandising and promotion programs, 
and as a packaging system engineered to fit the 
individual production set-up. Would Metal Edge 
packaging fit your business?—-would it pay 
YOU? Permit us, without obligating you in the 
slightest, to look into the possibility. Drop us a 
line today. 


NATIONAL METAL EDGE BOX CO. 
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CARD IT---BUT HOW? 


; . 
Continued from page 33) 





is used to hold the Heather lip pomade package to its 
card. The color of the clip merges inconspicuously with 
that of the brass package. 14. Another instance of 
correct color choice, a yellow background being used 
to set off the black and white color scheme of the Varady 
lipstick package. Machine driven aluminum wire 
staples are utilized. 

15. Frequently additional display values can be 
gained by using folding carton constructions instead of 
flat cards. Thus the Vantine’s lipstick fits neatly into 





the die-cut portion of this three-dimensional display 
card. i6. The Ruth Rogers card is likewise three- 
dimensional, two staples being utilized to hold the card 
firmly in shape. This method makes possible the ap- 
pearance of printing on all faces of the package although 
actual printing is done on only one side of the flat sheet 
from which the unit is formed. 17. An actual folding 
carton is utilized for the Savage lipstick, fitted into a 
die-cut slot on the carton’s face. Tabs formed in the die- 
cutting exert a spring action upon the lipstick, thus seat- 
ing it firmly in place. 18. Glazo Nail-Cote is likewise 
set into a folding carton, a small strip of cellulose ad- 
hesive tape being used to assure permanent placement. 
The carton here serves as protection for the glass bottle. 

19. The molded plastic case for Winx eye shadow is 
fitted through a circular die-cut hole and then sealed 
into place with a paper label applied on the rear face of 
the carton. 20. A tightly fitted rectangular slot holds 
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Pinaud’s mascara box firmly in position on this colorful 
die-cut card. 21. The Princess Pat rouge container is 
a hinged brass compact with extended top and bottom. 
Thus when fitted into a round hole in the card, it defies 
removal without tearing of the display unit. 22. Coty 
likewise uses the tightly fitted round hole to hold its 


MANDIF 
om 


XC 





rouge compact in place. The round card is selected for 
its novel bull’s-eye effect. 

23. To permit a view of both faces of the Peter Pan 
powder puff, the designers have chosen a die-cut card 
with the puff held in place on the card by a small trans- 
parent cellulose envelope. Thus the device may be seen 
from either front or back of the display card. 24. The 
E-Z hair removing glove fits over a die-cut hand, form- 
ing a portion of the display card. The entire unit is 
slipped into a transparent cellulose envelope. 25. Lou- 
Sil mending yarns are wound on a cleverly slotted card 
and the entire unit is then sealed in a transparent cellu- 
lose envelope. 

26. Kimble glass vials, used to present Normandie 
perfumes, are attached to their display cards by means of 
a single rubber band, fitted through two punched holes 
and over the top and bottom portions of the flacon. 
Note how the vials form an integral part of the display 


card ‘design motif. 





OLD COMPANY TAKES TO NEW WAYS 


Continued from page 68) 
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which might be affected by the varied liquid medicines, 
flavoring extracts and toilet articles which had to be 
handled. As a result, different units were purchased 
from various companies and then with considerable in- 
genuity assembled into one complete filling line. 

The problem was more complicated than the usual 
automatic installation because of the wide variety of 
products to be filled and labeled, the different sizes and 
shapes of bottles and the fact that Filmaseal is used as 
a cap liner. This meant practically designing a special 
capping unit. 

As it is now constructed, the bottles are taken from 
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Invaluable adjunct to any ad- 
vertising or promotional plan. 
“Consumers ave unbelievably intevested in 
booklets.” says « national advertiser, com- 

mitted to theiv use for many years. 

Case in pout: The “GIFTS” Premium 
booklet, made by “U8” (Schmidt Division) 
for GOLD CROSS MILK. The “U-8” 
organization “survounded” the job: } Made 
layouts, posed the articles, supervised the 
photos, produced the book. It’s now out on 
the job, selling GOLD CROSS MILK. Ask 
fov a sample. 


We can help organize a booklet 
to push your products, too. 
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brings 
Season’s 
Greetings 
all year 


yround..., 





Every day’s a holiday 
for the many manu- 
facturers who use 
Lusteroid packages. 

For Lusteroid is a 
permanent package, 
permanently beautiful. 
Its luster never dims, 
its colors do not fade. 
Lusteroid’s simplicity 
and beauty can make 
your product outstand- 
ing, too, can help you 
gain or consolidate leadership in 
your field by giving your package 
365-day effectiveness! 

Lusteroid is approximately 75% 
lighter than glass, unbreakable. 
The savings in wadding, packing, 
shipping costs, breakage are more 
than enough reasons for you to 
change to Lusteroid. 

Add to these the facts that label- 
ing is done in colors in the manufac- 
ture, that any type of closure may 
be used — including applicator tips. 
And Lusteroid holds powders, tab- 
lets, semi-liquids and certain liquids; 
is leak-and-sift-proof. 

G A note or phone call will bring 
an answer to your problem. 
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Formerly Lusteroid Division of the Sillcocks-Miller Company 
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the original shipping cartons in which they are received 
from the glass manufacturer and placed on a conveyor 
belt which carries them to a star wheel. This catches 
them and passes them to a revolving head which is 
part of the air cleaner. The empty cases pass overhead 
to the far end of the line. 

From the air cleaner, the conveyor carries the bottles 
to another star wheel to be pushed on to the revolving 
head of the rotary filler. A guide takes the head of each 
bottle as it lifts into the rubber cap and the fill is made 
to exact capacity and automatically shuts off. From 
the filler, the bottles pass on an all-metal conveyor belt 
to a guide which directs them on to a chain conveyor 
angling off to the capper. 

It was this unit which had to be adapted. Instead of 
the usual four-head capper, this unit was revamped so 
that in the plant there are only two chucks which 
pick up the caps from a revolving head and carry them 
to the bottles where they are screwed on as the wheel 
makes a one-half turn. 

From the capper, the conveyor carries the bottles to 
the labeler. They are pushed, one at a time, from the 
belt by a pusher arm into sockets carried on an overhead 
chain. This does not have a continuous motion, due 
to the necessity for stopping the bottles momentarily at 
different stations. First, for the application of adhesive 
by the glue pad on a pusher arm; second, at the point 
where another pusher arm forces the label against the 
panel covered with adhesive; and twice more where 
pusher arms apply pressure to the labels in order to in- 
sure their sticking. 

From this point on, the usual procedure is followed in 
the application of wrappers and filling of cartons. 
These cartons differ from those in the dry filling line in 
that the bottoms are already sealed. Consequently, 
the sealing unit is set up to apply adhesive only to the 
top flaps as the cartons pass through. 

This filling line can accommodate bottles ranging in 
size from 1 oz. to 16 oz. in either panel, round or square 
shapes. Its average filling speed is 60 per minute, with 
85 per minute considered maximum. Runs have been 
made as high as go bottles per minute. This is quite a 
contrast with the former semi-automatic line which 
could produce only 34 bottles per minute. 

In addition to this line which handles the machinery 
of the liquid filling, another installation has been made 
to care for short runs. This is semi-automatic and con- 
sists of a bottler and filler and a labeler. A hand capper 
is used, although the balance of the operations are auto- 
matic. All sizes and shapes of bottles can be handled, 
from '/2 oz. up to 32 oz. 

A great deal of ingenuity has been required to adapt 
standard equipment to the peculiar requirements of The 
J. R. Watkins Co. The line is so varied as to products 
that the ordinary installation is not flexible enough nor 
can it be shifted from one job to another without the 
loss of too much time. Consequently, a number of 
innovations, such as those mentioned, were made to 
meet the problems. It is evident that this has been 
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done successfully, for the lines are in constant operation 
and giving very efficient and economical service. 

The company is proud of the record it has established 
in its Over 70 years of existence, for even though it was 
born in a small river town, and comparatively out of 
touch with the large manufacturing centers of the 
country, it has not only kept pace, but remained a step 
ahead of all other concerns of a similar nature. It takes 
great pride in the quality of its products which have 
won wide fame and also prides itself on the manner in 
which it keeps its factories thoroughly up to date. 

Credit: Dry filling line—Can crimper by the American 
Can Co., filling equipment by Stokes & Smith Co., 
capping machine by the Consolidated Packaging Ma- 
chinery Corp., compression and gluing units by the 
J. L.. Ferguson Co. Liquid filling line—Filling equip- 
ment and bottle cleaner by the Karl Kiefer Machine 
Co., capper by the Consolidated Packaging Machinery 
Corp., labeler by the Pneumatic Scale Corp., Ltd., seal- 
ing compound applicator supplied by Ferdinand Gut- 
mann & Co., conveyor system supplied by The Alvey- 
Ferguson Co., Inc. 





AUTOMATIC DEMONSTRATORS 
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demonstrator working with still pictures or motionless 
models. In the latter instance, the human demonstrator 
would have to say ‘““This happens and therefore causes 
this to happen and this, in turn causes the following 
effect.’" And, having said so, he would have to trust 
to the imaginations of his listeners and hope that they 
fully appreciated the point he wished to get over. 

In contrast, the metal and glass illuminated motion 
demonstrator shows the sequence of cause and effect in 
such graphic action that none can fail to understand the 
meaning of the demonstration. Through the use of 
such a unit, it becomes possible, often, to dispense with 
the services of the human demonstrator and to utilize 
illuminated motion signs to carry the word message 
along with the visual demonstration. 

We see here but three current instances of window 
and counter demonstrations, a technique which was 
formerly only possible in limited quantities for exhibi- 
tions and large city ‘‘high-spots’’ but which has been 
developed in recent years to a practical and economical 
basis for nation-wide distribution. Such action demon- 
strators have successfully proven their value in increasing 
the sales of many different products and could probably 
be designed to do as much for many more. In fact, 
there are certain types of products that require demon- 
stration of their operation or of the effects of their use 
in order to adequately market them to the consumer. 

Credit: Art-In-Action division of the C. D. Wood 
Electric Co. for the development and manufacture of all 
three displays shown. 

















UNION PASTE CO. 


200 BOSTON AVE. MEDFORD, MASS. 
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The BEST cosds do LITTLE 


With all their rich appearance and 
selling appeal, T&T exclusive Perfect- 
O-Cut labels cost but little. Their care- 
ful design and precision manufacture 
will favorably reflect the quality of 
your product. Without obligation, we'd 
like to show you how these T&T foil 


labels can help you sell. 


(he TABLET & TICKET CO. 


1005 West Adams Street © Chicago, Illinois 
NEW YORK SAN FRANCISCO 
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USE ANILINE 


IN KS 


WITH A REPUTATION 


originators of 
Opaque Aniline Inks 


Opaque Aniline White, Yellow, Orange 


and a full range of colors 


For use on Kraft, white paper, glassine 
and the various grades of transparent 
cellulose stocks 


CRESCENT INK & COLOR 


COMPANY OF PA. 
PHILADELPHIA 
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LACQUER, VARNISH 
and GUM COATING for 


Labels 
Wraps 
Posters 
Displays 


and other printed matter 


Boxmakers, printers, as well as pack- 
age users come to Lowery and 
Schwartz for a superior paper coating 


service. Lowery and Schwartz have 
the efficient, specialized machinery, 
the long experience, and the skill 
that assures high quality, prompt de- 
livery and low cost. 


LOWERY SGHWARTZ, nc 


295 Lafayette St., New York City 
CAnal 6-7703 
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BRESKIN & CHARLTON PUBLISHING CORP. 
122 E. 42no STREET, NEW YORK CITY 


CHANIN BUILDING 
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BOARDWALK 
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Or Relaxation 2'te'a Room 
Choose the Chelsea 


Here you will find everything to fur- 
ther your comfort and enjoyment— 
outside ocean-view rooms... sun 
deck ... beautiful dining room at the 
ocean's edge... superb cuisine... 
varied sports ... and entertainment. 
You'll like your fellow guests... and 
the delightfully friendly atmosphere 
of The Chelsea. 


Special Weekly Rates. 
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TRY THIS— 


Sit in a motion picture theatre for 
half a minute without looking at 
the sereen. It’s almost impossible 
not to peek. That's the kind of 
attention value a motion picture 
of your product and service 


will have for your prospects. 


ULAR 
ICTURE 


Motion pictures have been proven 
to be the most powerful medium of 
expression. Use them to sell your 
prospects —train your salesmen. 
Ask us to give you details, costs 


and specific recommendations. 


130 WEST 46th STREET 


NEW YORK CITY 
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INSECT 
DESTROYER 


FUES - MOSQUITOES 
MOTHS - BED BUGS 
ROACHES - ANTS 
AND 
i) MANY OTHER ry 
f % INSECTS AND vy 
THER EGGS 
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NOXON DOES NOT STAI! 
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BATTLE CREEK, MICHIGAN 





Beetle 


NEAT...LIGHT...COLORFUL 






Avtempts have been made to produce this type of 
cigarette case al ... but never have such truly 
«satisfying results been achieved as in this new case 
molded of Beetle”. Extremely light, brilliantly col- 
ored, and a snap of the lid springs it tightly shut. 
Strong, compact, smooth to the touch, non- 
tarnishing, it is a splendid example of what can 

- be prodyced—economically—in package ideas 


through the use of versatile Beetle. Consider the 






\ 
\\ 


possibilities of Beetle for your packaging purposes 
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...and get.in touch with Beetle’s staff for assist- 





ance in putting your ideas into practice. 





pay, BEETLE PRODUCTS DIVISION OF AMERICAN CYANAMID COMPANY 
SA Roc REFELLER PLAZA ° NEW YORK, N. Y. 
*Trade-Mark of American Cyanamid Company applied to urea products manufactured by it. 











. it’s all color and in all colors 


